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Shoe Selling 


IN THE MEN’S FIELD 


Has Changed 


bout six months ago we intro- 

duced the MASSAGIC Foot- 
Massaging Shoe to the trade as a 
$5.00 specialty shoe. We showed 
dealers how they could use this 
short line to bring in active and 
steady business that they were not 
getting with their regular lines. 


Dealers who thought that they 
were previously doing a satisfac- 
tory business on $5.00 shoes soon 
discovered that this business sud- 
denly doubled and trebled when 
they put in MASSAGICS. 

Now we feature 23 MASSAGIC 
numbers in stock—for young 


The idea took hold immediately. men and ALL men. And we have 
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STAN awe 


Merchants who a merchandising pro- 
haven’t sold any- 
thing higher than a ; the attention of 
$4.00 shoe for three 
years soon found ai dealer. 

themselves _ selling Write for literature 
mostly $5.00 shoes— and details. 
MASSAGICS. 


gram that deserves 


every aggressive 
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VOICE OF THE TRADE 
| nati 


AMOUS slogans interest the 

trade. The challenge is made that 
the best known is that of Enna Jet- 
tick shoes—‘“You need no longer 
be told that you have an expensive 
foot.” 

What’s become of that slogan on 
men’s shoes upon which a three mil- 
lion dollar advertising campaign 
was supposed to be concentrated— 


“Shoes Mark the Man”? It started 
off with a great fanfare and several 
hundred thousand dollars were 
spent in introducing it. 

But it is the reiteration of a 
slogan that makes it worth while. 


* * * 


OTIS BALL, executive vice- 
+ president of the National Boot 
and Shoe Manufacturers Associa- 
tion is recuperating at Clearwater, 
Florida, from an illness of weeks. 
Nothing organically wrong but the 
result of fatigue, nervous reaction 
and working on a two-shift sched- 
ule for many, many months. He left 
the hospital at Bronxville, N. Y., 
and the journey South lowered his 
resistance; but thanks to good 
Florida sunshine and outdoor ex- 
ercise, he hopes to be himself again 
in a week or so. 
The executive manager of the 
manufacturers association has here- 
tofore enjoyed the best of health 


so his absence from the desk is 
most unusual. He had a reputation 
for being an audacious horseman 
and a robust sportsman. 

Here’s hoping that Old Doc Sun- 
shine will set him up on his pins 
again. 

* *% * 
ERMAN ‘and Dutch shoe men 
completed a good-will tour of 
shoe centers in the United States. 
They arrived on March 23 and left 
on April-3. They make this ac- 
knowledgment: 

“The receptions accorded to the 
party everywhere were cordial and 
particularly so in St. Louis. All the 
participants of this tour wish, that 
at some time or another when some 
representatives of the factories they 
have seen, visit Germany, that they 
will have an opportunity to show 
them their establishments. The ac- 
tivities in Binghamton were partic- 
ularly striking and here too the re- 
ception was most pleasant. All the 


German visitors were deeply 
touched by the hospitality and 
friendliness extended to them. The 
beautiful city of Washington de- 
serves special praise, for it has a 
special niche among the interesting 
places and things we have seen and 
the American citizens have great 
reason to be proud of their coun- 
try.” 
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The members of the touring party 
were: Max Detzner of Weissenfels, 
Eduard Gross of Cologne, Conradin 
Koenig of Halle, Gertrude Boeh- 
mer of Berlin, Wilhelm Bleifeld of 
Siegburg, Germany; and Jac. Berg- 
mans of Holland. 


* * * 


‘17 HE Pot Calls the Kettle 
Black,” by Matthew Kuller of 
New York City: 


THE BuYER 


“The typical buyer is intelligent, 
cold, impassive, noncommital, with 
eyes like a codfish; polite in con- 
tact, but unresponsive; cool, calm 
and as damnably composed as a 
plaster-of-paris cast; a human pet- 


. rification with a heart of feldspar 


and without charm or the friendly 
germ; minus passions or a sense of 
humor. Happily, they never repro- 
duce, and all of them finally go to 
hell.” 

THE SALESMAN 


“The typical salesman is a young 
man in good flesh, well dressed, and 
has an air of prosperity. His face 
is ruddy, his eyes bright, but there 
is no sign of intelligence. He is 
bubbling over with enthusiasm for 
what he has to sell, can say ten 
words where one will do, but has 
no sense of time or the value of 
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it, and is without terminal facilities. 
Unfortunately, they propagate like 
rabbits and over-production is af- 
fecting their value. If a salesman 
could be bought at the appraised 
value placed on him by a committee 
of buyers and sold for what the 
salesman himself thinks he is 
worth, it would be a most profitable 
transaction.” 


Tue Crepit MAN 


“If he refuses an account, he is 
crazy. If he accepts it, he is easy. 
If he asks questions, he is suspi- 
cious. If he doesn’t, he is a ‘trust- 
ing soul.’ If he makes you pay, he 
is unfeeling. If he lets it run, he is 
careless. If his percentage of loss 
is high, he is no good. If it is low, 
he won’t take a chance. If he raises 
a kick, he is a crab. If he keeps 
alive, he doesn’t know he is alive. 
If he wants to increase departmental 
expense, it’s absolutely unnecessary. 
If he stays in the old rut, some 
young air-artist gets his job. There 
are born salesmen, born buyers, but 
who in the Kingdom Come ever 
heard of a born credit man?” 


* * * 


‘em heels are worn by United 
States soldiers on garrison shoes 
and the last is more shapely than 
the regulation Munson — which 
leads us to quote from the Shoe 
and Leather Record of London: 





“Royal Marines will shortly be 
testing service boots made under 
new conditions. The marines have 
always made their own boots, but 
the authorities have now decided to 
secure supplies from shoe manufac- 
turers. A curious tradition about 
the boots of the marines is that they 
shall squeak. A ruling whether the 
squeak is to be a sine qua non of 
acceptance of delivery seems de- 
sirable. Some years ago an order 
was received at Northampton for 
boots for the Ameer of Afghanistan. 
A condition of the order was that 
the boots must squeak. Squeaky 





4 


BOOT AND 








—There appeared in a recent issue of that 
admirable newspaper New York Times 
a résumé of the newly organized Retail 
Trading Standards Association of Great 
Britain. 

—British merchants have always enjoyed a 
splendid reputation for reliability but 
advertising exaggeration has no doubt 
been responsible for some loss of cus- 
tomer confidence; and R. T. S. A. is the 
result, 

—This association has set up rules for the 
representation of merchandise and price 
statements, and penalties will be im- 
posed for violations. 

—The emblem of R. T. S. A. is a bow and 
arrow and the slogan "The Sign of 
Straight-forward Shopkeeping.” 

—Undoubtedly our NRA _— suggested 
R.T. S.A. 

—But it is to be hoped that our British 
friends will have profited by the many 
mistakes our code-makers made (and 
excusably so), considering that we liad 
to start from scratch in our experimental 
efforts. 


nt OT. 


President. 





boots for Kaffirs have also been 
dealt with in the town. If required, 
Northampton is fully prepared to 
provide the half-deck squeak.” 


* * * 


ERRILL A. WATSON of the 
Tanners’ Council of America, 
said: 

“Planning or forecasting of 
leather consumption and hide sup- 
plies is considered possible by rea- 
son of the fact that the demand for 
shoes, a consumer’s good, is rela- 
tively stable. This statement may 
be expressed quantitatively as fol- 
lows: If the average of shoe 
production for the three years 1926, 
1927 and 1928 be taken as 100, then 
output during the past four years 
was: 1931, 93.7; 1932, 92.8; 1933, 
103.8 and 1934, 105.8. 

“Based upon population studies 
and analyses of per capita shoe con- 
sumption and shoe prices, the 
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Trade Survey Bureau of the Tan- 
ners’ Council in January, 1934, esti- 
mated that shoe production, or the 
market for approximately 90 per 
cent of all cattle hides tanned, 
would for the entire year reach 353 
million pairs. Actually, production 
amounted to 357 million pairs, a 
discrepancy of but 1.1 per cent.” 


* * * 


= PAUL of Los Angeles, 
Cal., says there is a great in- 
crease in the Summer hoseless fad. 
Some forty-five women investiga- 
tors made a research and discovered 
that approximately sixty-six women 
out of one hundred go without 
hosiery in the Summer time in their 
homes. 

If this is true, it is very signifi- 
cant of a Summer slump in hosiery 
sales. So what does he do but de- 
sign a little stocking that just 
covers the bottom of the foot and 
up to the slipper foxing line. These 
little stockings that are just shoe 
high, he terms PEDS and they serve 
the purpose of giving the foot the 
hygienic protection needed in the 
Summer months. 

It just goes to show that there is 
always a clever way to develop 
business. 

* * * 

ELL garden shoes. Also work 

shoes. And add this advice. Step- 


os 
Ee 


ping on the blade of the spade is 
good medicine for the feet. It 
pushes up arches that may be flat- 
tened down. It flexes the bones and 
joints of the feet. 

Farmers who dig and delve rare- 
ly have fallen arches. Be sure the 
shoes are roomy. Shoes too tight 
don’t give the feet a chance to func- 
tion—build up the arches, flex the 
joints, stretch the toes, etc. 





* * * 


ARY BRADY AND DAVE 
WINGROW in the shoe de- 
partment of Oppenheim - Collins, 
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34th Street, New York City, shared 
a Canadian Sweepstakes ticket and 
now share a fortune of $30,000 
when a long shot won the Grand 
Aintree. 

Miss Brady is assistant to mana- 
ger Charles Thompson and says: 
“The luckiest business in the world 
to be in is shoes.” 


* * * 


ETTING rough with the cus- 

tomer is pretty bad business. 
In Harlem, New York, one of the 
worst riots in the history of the 
city developed from an_ incident 
whereby the colored people of that 
district thought that a boy, who had 
pilfered a jacknife, had been given 
brutal treatment by employees of 
the store. The story was exagger- 
ated to the point where the mob 
thought that the boy had been 
killed. 

A store in Lynchburg, Va., was 
subject to a $5,000 suit, filed in 
the Circuit Court. It seems that a 
boy’s father had bought a pair of 
shoes for him. They were found to 
be too large and the young man 
was sent to the store to have the 
shoes exchanged. Two employees 
asked him to produce his sales 
check; he was unable to do so and, 
thereupon, it was alleged, the 
store employees accused him of 
stealing the shoes. They took them 
away from him and ordered him 
out of the store. Later, the father 
of the boy recovered the shoes when 
he went to the store with a police 
officer. 

The claim for $5,000 is based 
on the charges that the boy was 
“humiliated and distressed in mind 
and body” and that he was thereby 
“greatly injured in good name, 
fame and credit among the people 
of his community, and brought into 
public infamy, scandal and dis- 


grace.” 
*% * * 


A. HOERR of Woolf & Rey- 


-nolds, Johnstown, Pa., says: 


“If one wishes to know what is 
going on in the shoe world, just 
read the RECORDER. 

“T noticed in your issue of the 
twenty-third that there is a grow- 
ing sentiment in favor of color in 
men’s oxfords for Fall. 
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“The writer had a hunch that 
colors for early Spring would meet 
with favor among the younger ele- 
ment. This led me to detail several 
numbers in a smart shade of blue 
and green. They have gone over in 
fine style. 

“T also detailed a white Nubuck, 
trimmed in scarlet calf, and one 
all-over scarlet. I intended these 
two pairs as window shoes, de- 
signed to attract attention and per- 
haps cause a lot of comment. It 
clicked and went far beyond my 
fondest expectations. 

“T am planning to include in my 
early commitments for Fall, greens 
and blues in addition to browns 
and grays. These colors seem to 
have a stronger appeal in the nappy 
types of leathers. Sandals and 
chillie tie effects are being accepted 
by our clientele.” 


* * * 


AREDO has its first woman post- 

master. She is no other than 
Jennie R. Goodman, wife of I. 
Goodman. Her appointment, in a 
large measure, was due to her 
twenty years’ business training, for 
in that time, she has been very 
closely associated with her hus- 
band in the operation of the Guar- 
antee Shoe Store. 

Mrs. Goodman had the backing 
of all the Laredo political powers 
and also her very good friend, Vice- 


President Garner, in this new job 
which pays $3,300 a year. 

The appointment of Mrs. Good- 
man came as a reward for meritori- 
ous work during the past twenty 
years, during which time she has 
been the outstanding woman of the 
community in many movements. 
She has been an active member of 
the Democratic party all the time, 
participating in the councils of the 
organization. Organizing the Red 
Cross, heading the Woman’s organ- 
ization of the NRA were all in her 
day’s work. 

This Laredo postmaster job is a 
real one, in that it is a first-class 
office, doing a large international 
business. The postmaster must be 
one with a fluent command of 
Spanish and a real diplomat in 
addition. Mrs. Goodman says that 
the same business principles used 
in running a shoe store are just as 
necessary to the operation of a 


post office. 
* * * 


AMES GORDON MeNEIL, presi- 

dent of Thayer, McNeil Shoe 
Company of Boston, has been elect- 
ed a director of Shreve, Crump & 
Low, a noted jewelry firm. As a 
past chairman of the N. S. R. A. 
Styles Conference, he played a part 
in “fashion anticipation.” Now he 
will advocate “rings on her fingers, 
bells on her toes.” 


Those boots are just like your father—always complaining! I'll bet they were 
made outa his hide." 
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KEEP YOUR YOUTH 


bo The next era of progress in shoes carries with it 

|" 7 ] the obligation of the merchant to suggest to 

the consumer the proper posture through 

To reduce the otis: proper footwear. A revival of interest in walk- 

| | ing is now a basic campaign of the industry. The 

wv \ | PP merchant is beginning to realize that as people 

a V7 walk more, they will use more and better foot- 

Sf c/ wear. Some stores abroad have a definite pro- 

LZ) gram for training customers’ posture. But 

. after all, the customer should learn how to do 

6/2 | her own exercises and a simple method for foot 
FE: ses / exercise is well worth promoting. 
1g. ( 



















a , , a aa 
To make the ankles The revolving twist / | ~ 


flexible by rotation. 















THE study of posture is today as important as the 
study of shoes and their purposes. A book of daily 
exercise has been prepared by Dr. Andrée Brunel of 
Paris, that is the last word in self-physical develop- 
ment. The Doctor endeavors to develop a certain 










perfection of movement and says: ° 
“Sports and dancing have raised our standards of Bend Down, Sister, If You Want 
movement; we do not content ourselves with exercises to Be Thin 






mechanically performed according to a crude standard- 
ization, and resulting in nothing beyond a certain mus- 
cular development. We demand more of physical cul- 
ture; first, physiological well-being; designed for the 
nerves as well as for the muscles, it should be an art 
of relaxation and repose as much as of contraction and 
movement; afterwards the variety of the sources of 
movement, the efforts, balances, continuous suppling 
motions, will produce harmony of bearing. Instead 
of the old-fashioned stiffness, one will be able to 
achieve a personal interpretation of the exercises.” 
The illustrations shown on these pages are from 
“KEEP YOUR YOUTH,” published and copyrighted 
by Little, Brown & Company of Boston ($2.00.) All 
reproduction rights reserved for all countries. 





















Contraction of the 
leq muscles. 









Extension of the leq 
muscles. 









Fig. 5 
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FOOT EXERCISES 


Fig. 6 


Exercise for the instep. 


Stand Up, Sister, If You Want 


to Be Healthy 
% 


1.( 0 
wet 
— 


NS 


Elevating the little mis ae hi 
toes. . 
eed 


or 


if 


Gripping the toes. 


Spreading the toes. 


By 
Dr. Andrée Brunel 
of L'Ecole du Mouve- 


ment, Paris 





Bending the toes. 


1. Hop the leg below the knee with one hand in order 
to steady it. Take the heel loosely in the other hand, 
as in the picture, and move it lightly, so that the ankle 
bends from side to side. 


2. PLace your thumbs against the back of the ankle. 
Place two fingers of each hand in front and _ press 
lightly and regularly in order to work the joint in an 
up-and-down direction. 


3. Take a firm hold of the leg above the ankle with 
both hands, and shake the foot to give it a twisting 
motion. 


4. Wrrn the leg stretched to its full length, bend the 
foot back towards the leg without lifting the calf from 


the ground or bending the leg. 
5. Try to touch the ground with the pointed toes. 


6. Sir on the ground, knees drawn up; raise the heels 
as high as possible. 


7. THEN lower them, tightening the arch of the instep 
as in 6. 


8.Lirt and spread the toes fanwise, first holding the 
big toe down. 


9. Raise all the toes. 


10. Benp the toes, keeping the sole flat on the ground. 
In all these exercises the foot and leg muscles should 
be relaxed. Do not force the movement of the joint. 


Future progress in the service of shoes will carry 

with it the education of the public in proper pos- 

ture and we are indebted to Dr. Brunel and 

Little, Brown & Company of Boston for the oppor- 

tunity of illustrating the very fundamentals of foot 

care. The book is worth showing to your customers 
as a means of developing foot beauty. 
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Are youn fuck ehiny v0n of e 
Sense Ip Here, and on the following page, we reproduce a striking group SSF steas = 
4 of recent newspaper ads, mostly featuring men's shoes. They ae, va ne enn rome 
represent various grades and price levels, but are noteworthy Se SS 
because, whatever the price may be, it isn't the dominant selling | aaa iz 
story. Style, fit, the right shoe for the foot and purpose—these WRIGHT ARCH PRESERVER SHOES ‘cx 
are constructive themes for men's shoe copy at the beginning of ae Bees. Eee 
ay att oy aE 
a promising Summer season. a 























Convincing Copy Sells the Man 


Good Illustrations, Backed Up By a Story 
That's Really Informative, Can Turn the Trick 


THE last time we reviewed the current trend in shoe 
store advertising, we rather deplored the fact that men’s 
shoes didn’t appear to be getting anything like an 
even break in newspaper promotion. And then, as 
if to confound our criticism, along comes the New York 
Sun with a whole feature section about men’s styles 
for Spring and Summer. Styles in clothing, styles in 
hats, styles in haberdashery and accessories. And 
styles in shoes. Best of all, the shoe stores warmed 
right up to the idea and stepped in with as smart an 
aggregation of men’s shoe ads as we've seen teamed 
up together in many a moon. 

Maybe they’d been reading what we said about ’em. 





Well, anyway, this isn’t written with the idea of 
being a boost for the enterprising young man who sells 
shoe advertising for the Sun, much less in praise of 
the New York shoe stores for doing the sort of thing 
that progressive retailers selling men’s shoes obviously 
ought to be doing everywhere. We merely pass the 
idea along for whatever it may be worth in big cities 
or little cities the country over. For why isn’t it practi- 
cal and sensible for men’s shoe merchants and all sorts 
of merchants selling men’s apparel to publicize men’s 
styles in such a manner at the beginning of a selling 
season? Why isn’t it a good idea to work in co-opera- 
tion with newspapers in making men more style con- 
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scious and shoe conscious, thereby getting more pairs 
of men’s shoes sold right? 

There are many of us who can recall the men’s cam- 
paign of yesteryear, with its significant slogan “Shoes 
Mark the Man.” It didn’t come up to all the hopes 
we had for it, and maybe it’s out of order to revive 
the memory of it at this time. But at least it generated 
a lot of enthusiasm and optimism at the time, and pos- 
sibly a little more enthusiasm in men’s shoe selling 
right now, a little more of the do and dare spirit in 
men’s shoe promotion, might not come amiss. Short- 
lived attempts in such directions are seldom very suc- 
cessful, but perhaps now is the time for all good men’s 
shoe merchants and true to ask themselves whether a 
sane program of men’s shoe promotion, backed up 
by a consistent, intelligent use of newspaper space, 
might not produce results that would more than justify i 
a moderate increase in the advertising appropriation. 4 ; en si : 

published by ne : 








sate 
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WE reproduce a number of men’s shoe ads from the RORY aH AVE: gh « 
special section to which we have made reference and Caer 
we call special attention to the bold illustrative treat- | ‘ipa 
ment of these ads, and to the convincing way in which 

the copy tells its story of style and comfort. Men’s 

shoe advertising is an entirely different problem from 

that which concerns itself with women’s shoes, and, 

notwithstanding the increasing interest of men of all 

ages and classes in styleful shoes, the advertising must 

nevertheless possess a distinctly masculine flavor and 

be built around ideas that appeal to men. Price is 

important, but it isn’t the whole story by any means. 

Men, as we have said, are becoming increasingly con- at 
scious of style considerations and more and more inter- “ee oe ae 


ested in seasonal styles, such as sport shoes. The men’s - i: ann 


shoe store that does a consistent advertising and win- 
STAG. BROWN BUCKO 


dow promotional job on all-white shoes this Summer 
is pretty sure to profit by its efforts. 
© The se: 's smartest 
and oid juke out cule drat on 


Practical. 





oo 

T HERE has always been a large class of men who 
are primarily interested in good fitting and who are 
willing to pay more money for shoes if they can be 
assured of comfort and satisfaction. We believe this 
group of men is growing, largely as a result of the 
steady promotion of various feature types of shoes. 
The sales and profit possibilities of this particular field 
can be further enlarged through advertising. The 
Coward and Arch Preserver ads which we show this 
week represent the general style of copy and treatment 
which, repeated and rephrased, will eventually impress 
a sufficient number of men to result in a noticeable 
improvement in the feature shoe business of any store. 
The Walk-Over ad with the caption “Perhaps It’s 
Because No Man is a Prophet in His Own Home Town” 
is a very original approach to the feature shoe prob- 
[TURN TO PAGE 48, PLEASE] 





Hikingthrow 
Proved that reversed 
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Popular every day. 


Stag Brown Bucko, Specially tanned re. 
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WALK:OVER 


of styles. This one 
$650 
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HOUSTON SHOE MEN HAVE 


By HARRY R. TERHUNE 
Field Editor, BOOT AND SHOE RECORDER 


S HOE retailing in Houston has its characteristic and 
peculiar problems, but before going into this let’s ob- 
serve how well the places-selling shoes are housed. 
Six years ago three stores moved into fine new homes. 
Krupp & Tuffly to their three-story shoe store four * 
blocks south of their old location; the Levy Depart- 
ment Store opening a new store, while Sakowitz Bros. 
changed from a men’s clothing store to men’s and 
women’s wearing apparel when their magnificent build- 
ing’ was built. 

' Then a lull for a few years. Now, in the last year 
or. so, the chains have started to put in modern fronts, 
smart interiors and in some cases to air condition their 
stores. Allen, Burt, Baker, Chandler, Walk-Over, Vogue 
and Paul are in this group. Florsheim, Bostonian, Nis- 
ley and Douglas are of the pre-1929 architectural 
vintage. 

As an entirely new proposition, Harry Sussman 
opened a women’s and children’s sandal shop in a 100 
per cent location on a short term lease, just to see if 
the idea was good. That is something to think about— 
as it gives an inkling of the fine specialization in shoe 
retailing which is well worth watching. If the experi- 
ment proves successful, a Fall and Winter sports shoe 
store may supplant the sandal shop from September 
to January. 


HAMMERSMITH, at this writing, is around the cor- 
ner from his old location in a temporary room, while 
looking for a suitable Main Street site. 

Krupp & Tuffly are coming along fine. They are 
broadening nearly all lines and several expansion 
plans are being worked out. Wohl Shoe Co. has all 
shoe departments in Foley Brothers department store. 
A recent full-page shoe advertisement of the many lines 
carried opened their Spring advertising campaign. 

So many chains have come to Houston that the 
chance of doing a major job in better shoe selling is 
slight outside of the natural increase of the established 
stores and the business they will attract by the named 
lines they carry, plus their known reputation. 

One favorable factor in this connection is that so 
many new people are moving to town whose incomes 
are in the higher brackets. 

Houston is fast developing into the oil center of 
the world, Louis E. Tuffly pointed out. As a result of 
the Standard Oil recently buying the Yount-Lee Co., 
many new families were brought into the city. It was 
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THEIR OWN PROBLEMS 


Manufacturers Fail to Under- 
stand That Texas Require- 
ments as to Styles and 
Seasons Are Different from 
Those of Other Sections, 
Merchants Complain. City 
Is Great Center of Oil Industry 
and Influx of Well-to-Do 
People Points to Progress 


one of those simple $100,000,000 
deals you hear about. Humble Oil 
(another Standard baby) has just 
completed a million dollar addition 
to its présent office building. So, 
all in all, the outlook for better 
business is bright. 

There was a fine chance in Hous- 
ton to get a line on the shoe views 
of some of the small town boys. 
Hundreds of F.F.A. boys were at- 
tending the South Texas Fat Stock 
Show while I was there. (“F.F.A.” 
means Future Farmers of America.) 
A few of the 125 band boys quar- 
tered in my hotel admitted that they 
had their hearts set on regular cow- 
boy boots, so they could wear the 
inside of the bottom part of the leg 
of their pants tucked into their 
boots. The majority, however, 
meant to have their first pair of 
sport shoes this year. 

Several Houston shoe men, in- 
cluding Mr. Tuffly, voiced the com- 
mon plaint of the South, Southwest 
and southern California, too, I 
guess, concerning the lack of co- 
operation or understanding among 
manufacturers relative to the timing 
of styles for these sections. The 
Southwest has four natural buying 
seasons a year—three in the Spring 
and one in the Fall. They want 
fresh new shoes for January deliv- 
ery, then plenty of authentic Fall 
styles in August. Stores here are 
operated entirely different than in 


other sections of the country, both 
in styles and types of shoes. 


L ookING at the local situation 
from a close range view, Mr. Tuffly 
sees hard going for the shoe busi- 
ness to make any great strides, as 
the glove, hosiery, lingerie and mil- 
linery people are now waking up 
and are taking away many former 
shoe dollars. This means harder 
competition. Anything which eats 
into the family dollar is shoe store 
competition. 

“Now to take the long view- 
point,” Mr. Tuffly continued, “we 
think, in a town like Houston, the 
general increase in better business 
will more than take up any trade 
diversion. Shoe people are doing a 
good job in styling and merchandis- 
ing, and we retailers must do a bet- 
ter selling job. We preach that we 
should sell our customers what they 
should have. When this is done 
from a service point of view we 
know what the ultimate result will 
be.” 

When Sakowitz Bros. branched 
out into women’s wearing apparel, 
a women’s shoe department was 
added. Smart styles were featured 
in the better grades. This is one of 
the few departments in the country, 
W. H. Sherwin pointed out, which 
has maintained prices over $10 and 
which has an average sales price of 

[TURN TO PAGE 48, PLEASE] 
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A 
FORUM 
ON 
FLATS 








The rise of the low heel is the 
most discussed subject in the shoe 
business today. Here are some interest- 
ing facts and opinions that may help to 
answer such leading questions 
as this :— 

Is the flat a flash in the pan or 
is it here to stay? 

Is it a shoe for every age or 
for young women only ? 

Is it a seasonal item or a year- 
round style? 


















Is it a quality fashion or a 
cheap shoe proposition ? 










J. & J. Slater are ac- 
tively promoting the flat = : we 

for both daytime and Some representative retail authorities 
evening. Here is one of 
their most important 
town tailleur oxfords. 









give their answers on the following pages 















Novel collar treatments 
are important in welt 
shoes, as shown in this 
model, from Grossman By 


shoes. This is the 14/8 
RUTH HARRINGTON 









heel, the “compromise” 
height. 





















The English type of flat 
featured in Summer 








combinations. A novel Photograph on this page shows 
underlay treatment the typical daytime silhouette. 
gives a checkerboard Its "schoolgirl" simplicity and 






effect to the moccasin 
line. 






youthfulness make low-heeled 
shoes logical—now and for Fall. 
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The Rise of the Low Heel 


WE give you first the experience of Saks Fifth Avenue. 
They were among the first to promote the fashion of 
flats. They have put behind it a big investment in 
stocks; an aggressive advertising promotion. Their 


clientele is probably as fashion-responsive as any group _ height we feature is 10/8. An entirely heeless shoe is 
of women in the world. Bear these facts in mind when 


now being featured as a tie-up with ‘Hindu’ evening 
you read what Buyer Gerton has to say in favor of clothes. (See illustration below.) 
flats: 


very high fashion note. 
“The special appeal of flats, we find, is not to the 


correct last is a most important factor in their success. 
They cannot be built like a growing girl’s shoe. They 
necessarily mean new wood, with special arch support 
for the woman accustomed to higher heels. The heel 


This is, of course, a 


“We started out with a few models over a year ago. 


In the photographs the 
two new _ influences 
from Paris — The 
Greek drapery as Lan- 
vin shows its, the In- 
dian Sari costume 
from Schiapareli. Both 
of these silhouettes 
give new endorsement 
to the flat-heeled shoe 
as an extreme high 
fashion for formal 
wear. 


(In the sketch) The 
heelless "Hindu" flat 
as featured by Saks 
Fifth Avenue. It has 
set the whole town 
talking! 


Now we have a complete collection of flats. There are 
eleven different models of the sandal family in this 
collection at the present time (not including oxfords 
and ties for street wear centered on low heels, of which 
we also have many models). All are built on a special 
last—the Saks Fenton Low-Last. This matter of the 








The "Sally" Sandal as just introduced by Altman 

in staple and high colors. Note the '/2 inch heel 

and the convertible strap which can be worn 

around the ankle or under the shank. This is a 

revival of a low heel success of 1921 which fits 
perfectly into today's picture. 


tall woman or to the young woman alone. Short girls 
are as much interested as tall girls. And while it’s the 
young woman, definitely, who is attracted to the flat 
as a fashion, the older woman buys it for its comfort 
features. 

“Flats with us have sold as well for evening as for 
daytime wear. That doesn’t mean, of course, that we 
have sold as many evening flats as daytime flats. Nat- 
urally daytime business exceeds the evening slipper 
sales. But their relative importance to total volume in 
each case is just about the same. 

“In almost every case women buy flats in addition to, 
not instead of other shoes. 

“The flat, we feel, is definitely an ‘extra’ shoe. And 
it has definitely brought us extra business.” 


* * & 


A ND now we take you to Philadelphia—to Steiger- 


walt’s. Here is another outstanding store also selling 
quality shoes. But the set-up is very different. Here 
is a conservative city, a conservative clientele. And 


here’s what Manager J. F. Reist has to say: 

“We do not believe in flats for our customers. They 
are not, we feel, graceful or flattering to the foot or the 
figure. We do a big business naturally in welt sports 
shoes with low heels. Philadelphia, with its suburban 
life, is a sports shoe city. But as far as town and dress 
types go in 8/8 or 10/8 heels, we have had no demand 
for them and we do not plan to promote them unless 
that demand is indicated. However, we do find that 
our customers are interested in lower heels than before 
for street and dress wear. And by that we mean from 
13/8 up. We are featuring a new tailored shoe of 
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We are selling 
sandals for both daytime and evening wear with 14/8 


Peasant inspiration with a 13/8 heel. 


modified Louis heels. We believe that women are defi- 
nitely looking for more comfort in shoes—lower heels 
but not flats—as yet.” 

* * * 
WHILE we're still in Philadelphia, let’s go over to 
Geuting’s and get their view of the flat situation. 

In the Sorority Shop of their more popular-priced 
store on Market Street, we find them featuring flats— 
both the Peasant type and the sandal flat. Seventy-five 
per cent of the customers for these shoes are young 
girls. And prices are under six dollars. It’s a younger 
set, novelty proposition at inexpensive prices. 

Geuting’s do believe in the eventual success of the 
low-heeled shoe as a style proposition, in high prices 
as well as low, and for all ages of women. But, they 
also believe, the time hasn’t come—not yet for them. 
Will Geuting believes that women, who have emanci- 
pated themselves from every other shackle of uncom- 
fortable dress, will come finally to the low-heeled shoe, 
the only truly comfortable shoe. He sees women taking 
up low heels, then dropping them—then taking them up 
again—each time wearing them a little longer. Then, 
at last, adopting them for good for the great majority 
of their style shoes, as well as for sports and walking. 

He has such faith in this development that he seri- 
ously considered turning a whole section (one of these 
shops within the shop at the Chestnut Street store) into 
a low-heel shop for style shoes. But then he reconsid- 
ered. Pioneering can be too expensive—wait a while. 
Take it slowly. But he maintains the low heel will 
come. And his slogan is “Let’s begin to make comfort- 
able shoes beautiful—the trend is in the air.” 


* * * 


A ND now back to New York and to Altman’s for an- 
other point of view. Buyer Callahan has done a big job 
with Peasant flats. He has just revived the “Sally” 

[TURN TO PAGE 68, PLEASE] 
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Display the 3 KINDS OF 


Zino-pads 


Put one on—the @ pain is gone! 





and Watch Your 
Sales Jump! 


AD 


re o> 


WATERPROOF 
FLESH COLOR 


THIN or THICK 


$2.80 Dozen 
Wholesale 


Now, with THREE kinds of Dr. Scholl’s Zino-pads to 
offer the “price” as well as the “‘quality-minded” 
trade, you are bound to have a sharp increase in de- 
mand for this world-famous foot treatment. Stock up 
NOW-— get your extra profit in free goods on the 
Special on the Standard White Dr. Scholl’s 

ino-pads—and display the THREE kinds. That’s how 
to cash in on our big magazine, newspaper and radio 
advertising on Dr. Scholl’s Zino-pads. 


SPRINGTIME IS FOOT TROUBLE TIME! 


Spring marks the flood-tide of demand for Dr. Scholl’s Foot 
Comfort Remedies and Appliances! Winter’s reduced activity 

uickly tells on feet as do the new Spring shoes that start the 
eet of millions to ache and pain all over again! That’s when 
window and counter displays of Dr. Scholl’s Foot Comfort 
Remedies and Appliances pull the strongest for you. Put 
your displays in now! 


Dr. Scholl’s Foot Dr. Scholl’s Foot- Dr.Scholl’sMetatar- Dr. Scholl’s Arch 

Balm for aching, Eazerfortired,ach- salArchSupportsfot Binder for weak 

sore, swollen feet. a | feet, fallen pains, cramps, cal- arches, foot strain. 
e 


: onder fs 
* Oo aS % Ki & 35¢ and 75¢ jars. arches $3.50 pair. louses. $3.50 up $1.00 pair. 


FAVORED | 
B Y a A Ni Y Dr. Scholl’s Solvex Dr.Scholl’sToe-Flex Dr. Scholl’s Onixol Dr.Scholl’sFootSoap 


U *% E R S foritchingfeetand  straightens crook- for instant relief (granular) opens 


toes, “Athlete's ed toes, prevents fromingrownnail. pores, loosens 
Foot,” 50¢,$1 jars. bunions.Now50¢. 50¢ bottle. secretions. 35¢. 


$2.80 Dozen : 
Wholesale. IM is J | A | 
AS AN 
mr | Jor BY | iS 
THE SCHOLL MFG. CO., INC. — ina 
Makers of Dr. Scholl’s FOOT COMFORT Appliances and Remedies —_ py, Schoil’s Bunion Dr. Scholl's Foot Dr. Scholl's Walk- Dr. Scholl’s Bromi- 
213 West Schiller Street, Chicago Reducer Relieves Powder; soothing Strates prevent drosis Powder re- 


» hides b ‘ d healing. E ked heel id fe odor. 
62 W. 14th St., New York 112 Adelaide St., E., Toronto = Noe oh. tight oo 3e cunagerdunen.500 Healing. 50¢. ” 
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OUTLOOK 


Who Manages Your Business? 


THERE is a merchant in New York who has a slogan: 


“First, last and always, the customer manages my 


business.” 
Customers are buying these days and the click of the 
cash register makes merry music in the stores of 


America. Nothing else really matters if enough cus- 
tomers come into your store. The stream of traffic 
solves all problems. So it is good wisdom to think in 
terms of the public—its selections and the prices it will 
pay. Most of all, think in terms of getting that cus- 
tomer back to the store for the second sale. By and 
large no profit is made in any business in the first sale. 
The high cost of selling is absorbed in the introductory 
processes. It is the resale that determines the success 
of a business. 

We had occasion last week to go to a radio broadcast. 
After Ed Wynn, “the perfect fool” had completed his 
airy laughter, an audience of approximately 2000 peo- 
ple was given an off-the-air show. Mr. Wynn then went 
“straight” and said: 

“Even a ‘fool’ can be a philosopher and after thirty 
years in the show business, I have proved to my own 
satisfaction that no man, even an actor—much less a 
great business man—is a self-made man. No man built 
a business by himself alone. The public is really the 
great partner of all of us. If you capture the thoughts, 
fancies and the imagination of the public, you go on 
to success. Without it you are doomed to failure. So, 
we owe this great, living, patient American public of 
ours more than we can ever give them and for a man or 
business to be arrogantly selfish, is to doom that man 
and business eventually to miserable failure. 

“My message tonight is to reestablish a perspective 
in America and to give encouragement to every young 
man who is starting out in business. Be glad there is 
a crowd for it makes all the more opportunity for you 
to come up from the bottom to the very top. Without 
competition we do nothing. With it, you can be suc- 
cessful in this great land of opportunity. Let no young 
man say to himself: ‘With millions idle, what chance 
is there for me?’ There’s the greatest chance in the world 
if he has the American public as a partner. If he puts 
on a good show and throws in his personality and his 
zeal and his efficiency, he can get the applause and the 
money.” 

ow you, who have heard Ed Wynn over the air, 
with his jokes, his puns and his laughter, may never 
have suspected that he possesses a deep philosophy for 
good. But ’twas ever thus. A sense of humor and a 
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sense of understanding are closely affiliated. What this 
world needs is more senses of humor and less of the 
nonsense of despair. All of us are indeed in a business 
that comes pretty close to the American public. Our 
contacts are with them in their pleasures and their 
pains. 

We have long been selling goods into customers’ 
hands. Getting goods out of the customers’ hands, 
through increased use and appreciation of the goods, is 
now more important. We have got to sell walking. We 
have got to sell sport use and dress use and extra use. 
Shoes have got to be sold with a million uses in mind. 
The cultivation of a curiosity as to the likes and dis- 
likes of the American public is necessary if this industry 
is to increase the average American income. After all 
it is but a bit above $1 a day per person—believe it 
or not. 

It is the turnover of that money that counts and as 
good an authority as Dr. Paul H. Nystrom has estimated 
that it takes 1,600,000,000 separate selling operations a 
year to keep New York City in fruit and vegtables alone. 
No fewer than 200 billion selling transactions are re- 
quired in service to the entire nation. What a mar- 
velous thing, after all, is this thing called Business. 

So let us reduce it to the three avenues open to any 
man, in any store: 

FIRST—He could make more money by raising 
prices; but there is a limit to this, as any merchant who 
has tried has found out. 

SECOND—He can make money by taking it out, of 
the product and the service behind him; but this chisel- 
ing practice is fading because there is a limit to what 
can be extracted by pressure. 

THIRD—He can make money by increasing the effi- 
ciency and intelligence in the making and selling of a 
product at a price the public can pay and in a selection 
the public appreciates. 

So while the public is in its present buying mood, 
give thanks as well as good goods and good service for 
the beneficent gift of a great buying public. There is 
none more receptive the world over. 
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Ir’s easy to do this Spring, since the Air-O-Pedic 
line contains so many smart new models for sport, 
town and afternoon wear. And when style is com- 
bined with a famous scientifically designed last, 
you know that you have what women want. 

Let us show you these quality correctives. There 
are more than 100 Air-O-Pedic models to choose 
your stock from and, of course, all sizes and 
widths. Air-O-Pedics retail for $6.50, and permit 
a profitable margin for your store. For further 
information write to the 


AIR-O-PEDIC SHOE CO., BROCKTON, MASS. 








NINE REASONS WHY 


AIR-0O-PEDICS 
WILL INCREASE YOUR PROFITS: 


l Correct fit: Air-O-Pedic 

lasts allow the ball of 
the foot to fall in its 
natural position. 


2 Metatarsal arch sup- 
ported without strain. 


3 Rir-O-Pedic arch: Com- 
fortable, because it's 
scientifically correct. 


4 Steel shank: Air-O- 
Pedic’s scientifically 
designed arch is pre- 
served by a steel shank 
which will withstand a 
weight of 300 pounds. 


5 Extra ease for cuboid 
bone: Ample room here 
perfectly balances the 
weight between the 


7 


ball and heel-tread, 
keeping the foot ina 
normal position. 

No slipping; no gap- 
ping: Air-O-Pedic 
Shoes fit securely. No 
chafing and no friction 
to wear out hosiery. 
Non-binding vamp and 
throat line: Gives com- 
fort and relief at an 
important point of 
pressure. 

Cushioned heel rest: 
Air-O-Pedic heel rest— 
a shock absorber at 
every step. 

Newest styles in all the 
wanted colors and 
materials. 





AIR-0-PEDICS 


WALK ON AIB IN AIB-O-PEDICS 
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Cross-section view of Vogue 

Heel. EACH nail binds the 

ENTIRE heel to the seat, assur- ee 
ie ing Goko. Ga Clee CA COO 
seat with no possibility of the // LEAK RK NAANS «ANAS 

wrenching action which makes SS ISS: SSAC 

so many heels wabble, squash 

out, grin and come loose. 
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or HEELS,7- 
can ba only Shin Lup 


Reading time 70 seconds 


A™ AGO Vogue popularized the rubber heel in 
which no nail holes show. Now “everybody's 
doing it.” But Vogue never did say that looks in a 
heel were of more than passing interest. We know 
that what interests you retailers is: 


—will the heel wear well, and give satisfaction 


—will it help preserve the shape and appearance 
of the shoe itself 


Vogue heel wearers can vote a resounding YES to both. 


With its beveled wood core, Vogue has as much 
usable rubber at the wearing edge as any 
other heel made, and more than most. 
Since every nail binds together two solid 
units (leather seat and wood base) a fixed, 
tight heel seat is assured—Vogue Heels 
cannot come loose, cannot wrench and 


therefore they cannot grin or squash out. These heels 
provide a flat, firm tread which preserves the shape 
of the shoe and the comfort of the wearer. 


Retailers in every line learned long ago the danger 
and expense of trying to get the public to take a 
substitute “just as good” as the original (when 
the substitute never is). Vogue Heels have every 
advantage which any other type has, plus many 
which you can get in this heel alone. Yet Vogue 
Heels cost no more than any standard brand. 
Any shoe manufacturer can supply 
Vogue, and they make any shoe a bet- 
ter value, easier to sell. Specify them, 
and you'll see. The B. F. Goodrich 
Company, Heel and Sole Sales Division, 
Akron, Ohio. 


HERE’S THE COMPLETE LINE 
OF GOODRICH RUBBER HEELS 


“D” Heel—the most famous rubber heel made. 

Used for years by the makers of the finest shoes 

to give their product added distinction and 
‘value. Beveled wood base. 


Vogue —first and only popular-priced 
wood-base heel. 


Diamond—conventional washer-type heel 


but with old-fashioned ugly bead eliminated 
to improve appearance. 
e 


VOGUE HEEL ADVANTAGES 

TO THE SHOE RETAILER 

Makes any shoe look better because of tight 
heel seat. 


Helps preserve shape and appearance of shoe 
by preventing wrenching. 


Wears longer. 





More usable rubber than most other types 
and as much as any. 


Is 25% lighter. 

Assures firm, flat tread and greater foot 
comfort. 

Adds novelty, value, comfort—to help you 
sell more shoes and keep users sold. 

e 
Any shoe can afford Vogue Heels—Every 
shoe becomes a better shoe with them. 
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The 
YOUNGER 
GENERATION 


Blanchard U. Shriner 


BLANCHARD U. SHRINER, active head of the French, Shriner & Urner Shoe 
Manufacturing Company of Boston, assumed that position in 1915 on the death of 
his father, Charles J. Shriner, one of the founders of the business. Mr. Shriner 
previously had prepared for this responsibility by learning the business from the 
ground up. He left school when 16 years of age and went to work in the factory 
in South Boston, graduating from one department to another, and familiarizing him- 
self with every process which goes into the making of high grade men’s footwear. 
Under his management, and despite the trend toward lower grade footwear, the 
business has doubled in volume—largely as a result of Mr. Shriner’s ability to seek 
and find the always existing market for high grade shoes, be conditions what they 
may, and his refusal to depart from the fundamental policy of the founders of the 


business, to make nothing but the best shoe which it is possible to produce. 
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TVROLEAN SPORTS. / 


(Peasant Oxfords for All Sports Occasions) 


Smant...Colonjul 


I 





Comjontable 


THE Hit of the Season 


These are the ultra-smart shoes that are in demand 
from Coast to Coast and their popularity will increase 
as the season advances. 


Five Outstanding Color Combinations 


© 6440 Blue with White Trim 

© 6441 Brown with White Trim 

© 6442 Brown Elk with Smoked Trim 
© 6443 Misses’ Sizes (same as 6442) 

© 6450 White Elk with Blue Trim 

© 6452 White Elk with Red Trim 

© 6453 Misses’ Sizes (same as 6452) 


Flexible Stitchdown Construction 9/8 All Leather Heels 
(Misses’ Carry 7/8 Leather Heel) 





GIRLS’ SIZES AA to C 
2s rs 8 Price $1.95 


MISSES’ SIZES A to C 
12103 Price $1.65 
All Sizes Ready for Delivery April 20th to 30th 


DON’T DELAY... Send in your order TODAY 


Be the first in your section to feature this sensational style hit of 1935. 


Peters. 


BRANCH OF INTERNATIONAL SHOE CO. 


ST. LOUIS, MO. 
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FOOT HEALTH 


THE more human interest you can instill in your 
Foot Health Week promotion, the more attention it 
will receive. The more personal interest you can 
arouse, the greater the benefits of your campaign 
will be. 

The immediate goal of Foot Health Week is the 
sale of more correct shoes, properly fitted, and to 
identify the participating stores as the best places to 
secure such shoes. 

But there are fifty-one other weeks in the year when 
you want to sell such shoes, also. That means doing 
something that will make a lasting impression on those 
who are most concerned about the health of the 
family—the wives and mothers of your community. 

The Foot Care Pledge, and ad-text that we suggest 
to do this are self-explanatory. If your cooperative 
committee can arrange to give a FREE FOLDER on 
CARE OF THE FEET, and include a line in the 
coupon requesting it, it will make an excellent feature. 

Notice the promise not to use the names for solici- 
tation. This is advisable, because people don’t like 
to be let in for a “high-pressure” selling stunt. You 
are entitled to have a list of the stores participating in 
Foot Health Week promotion on the back of the folder, 
and use the reduced cut of the poster design on the 
front page, with the title given the folder. Sending 
the coupons to the newspaper is another idea to 
generate confidence. 

If you wish you can arrange for a series of printed 
articles on foot health to be mailed to these names 


ye 
ARADE 
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Make a Final Check on 
Your Promotion Plans 
and Enlist the Co-opera- 
tion of the Women of 
Your Community to 
Make The Big Cam- 
paign Successful 


Are You Set 


every three months after Foot Health Week, to keep 
up interest. This should also be done cooperatively. 

In previous articles we suggested speakers for vari- 
ous clubs, societies and gatherings, and radio talks. 

Another good plan is to have a series of articles on 
Foot Health by physicians of the town—six leading 
men would very likely contribute if properly ap- 
proached. The “By-line” would give a little legitimate 
publicity for the doctors. 

Contests arouse much interest. An essay contest 
is suggested for children, awarding prizes for the best 
articles of 200 words or less on “What Foot Health 
Means to Children,” the awards to be presented at a 
local movie theatre. 

Also suggested is a “Perfect Foot Contest” to be held 
in a local theatre. From a recent inquiry regarding 
the size of the slipper worn by Cinderella—to be used 
in a Cinderella Slipper Contest—comes another angle 
for the perfect foot contest. We suggested 4B as the 
size—and the award given to the perfect foot in that 
size. However, size is not so important as the perfect 
foot in a contest for Foot Health Week. 

The Walkathon held in Lansing two years ago, or 
so, with the Mayor as “starter,” and the finish line 
in front of a theatre where awards were made, created 
much favorable interest in Foot Health Week. 

Another simple contest is that of making the greatest 
number of common words from the letters in “National 
Foot Health Week.” 

Foot Health Clinics, held cooperatively or by in- 
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dividual stores, in charge of competent people, have 
been very successful in past years. 

Attention to Foot Health Week window displays can 
be gained by awarding prizes to the display men who 
put in the three most interesting windows, and announc- 
ing that the public is invited to see the displays of the 
stores listed—the participating stores—and use the 
coupon in the announcement to vote for those they 
think best—one, two and three. The recognition 
means as much to display men as thé prizes. An extra 
tie-up comes in pictures of the winners in the paper. 

Interest AT THE FITTING STOOL is the final and 
most personal contact that will be made. Therefore 
the salespeople of every store should be up on their 
toes! A disinterested attitude on the part of sales- 
people will spoil everything. 

Be sure they have “pep talks” stressing their im- 
portance in putting Foot Health Week across. Check 




















on FOOT HEALTH WEEK? 
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up on your staff and arrange for a check on all fitting 
by someone who knows fitting thoroughly. A poor 
fit during Foot Health Week would be just too bad. 


REMEMBER that the promotion of National Foot 
Health Week is one of those merchandising efforts 
which depend for their success almost entirely on the 
amount of enthusiasm and energy which the individual 
merchants, and the retailers of the community collec- 
tively, put into their planning and execution. Better 
not go into the thing at all than to give it only half- 
hearted support. Show the people of your town that 
you are an earnest advocate of foot health and a firm 
believer in the shoes you sell, and they will be im- 
pressed. with your faith and confidence. If you are 
confident of your ability to render a real foot service, 
don’t be afraid to back up your belief with publicity 
and promotion during National Foot Health Week. 





A MESSAGE TO WIVES AND MOTHERS 


OF (TOWN NAME) 





Make the public interest in 





proper shoes aroused dur- 
ing National Foot Health 
Week carry through the 







year by signing up your 





customers to this Foot 
Care Pledge. 











During the coming year | will endeavor to have every 
member of my family take better care of their feet— 
and wear shoes that are correct for their feet, and 
properly fitted. 


GUM oN 2 utes and vera edetats Wwada ewes: 
Mail or send to Foot Health Committee, care of this paper. 


FOOT CARE PLEDGE 


















WILL YOU CO-OPERATE? 


Thousands of people in (town name) are suffering from ailments 


















Here's the copy reduced in 
size for a three column news- 
paper ad featuring the Foot 
Care Pledge. It can also be 
adapted to the use of an in- 
dividual store or altered slightly 
to serve as copy for a folder or 
leaflet for distribution in the 
store and for use as a package 
insert. 














directly due to wearing improper shoes. Other thousands are enduring 
needless foot discomfort that may eventually result in more serious 
troubles. Much of this is needless. Unless the feet are deformed, or 
permanently injured by improper footwear proper shoes correctly fitted 
will give new joy and happiness. 

Most babies are born with perfect feet—yet 90% of them are 
likely to develop foot troubles, and resultant ailments, according to 
reliable statistics. This need not happen, if proper care and attention 
are given their feet during their growing years. 

Wives and mothers can do more than anyone else to help rid our 
community of this unnecessary discomfort and suffering. 

During Foot Health Week, we ask you to pledge that YOU will 
take a keener interest in your own foot health and that of your family. 
To signify your desire to cooperate in this movement for better foot 
health, simply sign and mail the Foot Care Pledge. Your name will 
not be used for solicitation in any form. 


FOOT HEALTH COMMITTEE 
Care of (Name of Newspaper) 











Seer maine ee 


CARL E. SCHMIDT 


Master Tanner—Mentor 


lr was made known last week that 
the tannery organized by Carl E. 
Schmidt in 1897, and which became 
famous throughout the world for 
the excellence of its products, has 
been acquired by N. J. Schorn & 
Co., and will soon again be serving 
the shoe industry with “The Schmidt 
Calf Leathers.” 

Tanning was the traditional occu- 
pation of the family of Carl E. 
Schmidt. On the death of his father, 
Traugott Schmidt, Carl E. severed his 
connection with the parent tannery 
and wool pullery and organized his 
own business. As stenographer and 
assistant bookkeeper, Mr. Schmidt 
engaged a young lad who helped to 
move the furniture into the new 
tannery office on November 8, 1897. 
This young man, who thus became 
associated with Mr. Schmidt from the 
very first day, was Nicholas J. 
Schorn, head of the firm which will 
carry on the traditions of this re- 
nowned institution. 

Carl E. Schmidt’s slogan on which 
he fashioned every undertaking of 
his distinguished career was “Theré 
is always room at the top.” Quality 
therefore became the basic principle 
upon which was built a line of 
leathers that not only was the favor- 
ite material of many of the highest 
grade shoe manufacturers of America, 
but established themselves at the 
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World Famous Leather 


Institution to Resume 


Operations 


SCHORN 
REOPENS 


SCHMIDT TANNERY 


pinnacle of chrome tanned calf 
leathers throughout the world. 

Thus “The Schmidt Calf Leathers” 
made the name Detroit famous 
throughout the world in the shoe and 
leather field, as did the automobile 
in the mechanical arts. 

The quality of the product won the 
grand prize for calf leathers in 
colors and black at the Panama- 
Pacific International Exhibition held 
in San Francisco. Dozens of other 
prizes, ribbons, cups, etc., were won 
in competition until it became tradi- 
tional that another exhibit meant 
another Schmidt prize for the excel- 
lence and beauty of their product. 

The plant, whose record for pro- 
gressive efficiency resulted in well 
deserved profits for Mr. Schmidt and 
his associates, has a capacity for pro- 
ducing 10,000,000 feet of leather per 
year, making it one of the most im- 
portant quality plants in the country. 

Mr. Schmidt incorporated his 
business in 1913 and selected N. J. 
Schorn as vice-president and general 
manager, and withdrew from active 
control of the business. He felt that 
the training he had given Mr. Schorn 
amply fitted him to carry on. The 
years that followed just'fied Mr. 
Schmidt’s judgment and the business 
continued to grow in size and repu- 
tation until at one time during Mr. 
Schorn’s regime, it produced one- 


NICHOLAS J. SCHORN 


Disciple-Successor 


eighth of all of the better quality 
chrome calf leather manufactured in 
America. 

Mr. Schorn withdrew from the 
firm in 1926 to further his personal 
interests. Three years ago, Mr. 
Schmidt decided that his age did not 
justify his continuing to operate the 
business by remote control from hi- 
estate at Oscoda and discontinued 
operations. 

Shortly before his unfortunate 
death December last, Mr. Schmidt 
conferred on the boy who started 
with him on his first day, the privi- 
lege of continuing the business under 
all of the old trade names. In 
assuming the trust thus reposed in 
him, Mr. Schorn takes to his task a 
training in every department of the 
tanning business, acquired under a 
master tanner, that caused him to be 
reputed as one of the best equipped 
executives in the leather business. 

N. J. Schorn & Co. will be staffed 
with Schmidt trained men in every 
department. Joseph A. Henk came 
to Carl E. Schmidt & Co. in 1903, 
and while still a comparatively 
young man, has given over thirty 
years to the study of the accounting 
and credit phases of the business that 
promoted him to chief accountant 
and secretary-treasurer of the pred- 
ecessor firm. ‘The high character of 

[TURN TO PAGE 71, PLEASE | 
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Fine Styling. vee 


Plus a Lot More in 


town Shoes 


for the man about town 


In fact, there are no limitations of any 
kind where Uptown Shoes are con- 
cerned. The best of everything is put 
into the making of this fine footwear. 


In building the UPTOWN LINE it is 
our idea to turn out the best shoes 
possible and then depend upon our 
great organization to produce them 
at a cost that permits them to be re- 
tailed profitably at moderate prices. 


The MOCCASIN aw MOST STYLES 
No. 1726-2 BLACK CALFSKIN 


No. 1756-2 BROWN CALFSKIN 
No.1996 WHITE PIG-SKIN $ 
WIDTHS A toD SIZES 6 to 12 yal 

Oh ae 


A STAR BRAND SHOE 


OBERTS, JOHNSON & RAND 


Secnch oY a Nal & det Wael el -4 its lal ol oa Ore) 


ot ae BO) U8 be Ph OF 
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® ENDICOTT - JOHNSON 
A Beautiful $4 Line 


IN STOCK © 


4537—White Swirl Tie with Cab- 
retta Trim. Sizes 3-9, 

to 
4535—Same in Blue Keyhole 
Fabric with Blue Kid 

Trim. 


453G—Same in White Keyhole 
— White Cabretta 
rim. 


$2.60 


4542—White Keyhole Fabric Tie, 
White Cabretta Stripping. 
Sizes 3 to 9, AAA to C. 

4541—Same in Brown Keyhole 
Fabric with Tan and 
Brown Soutache Strip- 
ping. 

4543—Same in All White Cab- 
retta. 

82.60 


4533—wWhite Cabretta Pump, 
Vamp Cutouts, Quarter 
Underlaid with White. 
Sizes 3 to 9, AAA to C. 

4534—Same in Blue Kid with 
White Stitching and Quar- 
ter Underlay. 


$2.60 


4547—White Wave Tie, Brown 
Calf Trim. Sizes 3 to 9, 
AAA to C. 

4548—Same with white Calf 
Trim. 

4549—Same in Brown Wave 
with Brown Calf Trim. 

$2.60 


4545—Brown Kid and Swirl 
Front Strap. Sizes 3 to 
9, AAA to C. 

4544—Same in Blue Kid and 
Swirl. 

4546—Same in White Cabretta 
and Swirl. 

$2.60 


4531—White Nubuck Tie with 
Brown Bamboo Underlay 
and Heel. Sizes 3 to 9, 
AAA to ©. 


4530—Same in White Cabretta 
— White Swirl Under- 
J. 
4532—Same in Blue Kid with 
Blue Swirl Underlay. 


$2.60 


us. 


‘WE DO OUR PART 


The complete line will be 
gladly shown to you by the 
Endicott - Johnson sales- 
man in your vicinity. 
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ANNOUNCES 
Made by 


The SBICCA Method 


Manuracturep by the Sbicca Method, 
a quality process found in higher-priced 
shoes only, the Endicott-Johnson $4 line 
offers unprecedented value. Here is fine 
workmanship and authentic style to please 
the most discriminating—with a price tag 
of tremendous popular appeal ! 





The newest colors, the smartest leathers 
and fabrics are featured and combined in 
footwear of unusual beauty and distinction. 
Our large IN STOCK department, with its 
wide variety and splendid values, offers re- 
tailers the season's finest merchandising 
opportunity. Wire—Write—or Phone your 
orders for prompt attention and delivery 
for Easter selling. 


4539—White Grenele Tie, White 4538—Natural Tan Bark Fabric 
If Trim, Built - up Tie, Brown Calf Trim, 


a 
Leather Heel. Sizes 3 to Built - up Leather Heel. 
9, AAA to C. Sizes 3 to 9, AAA to C. 


82.60 82.60 
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OTHER 
PEOPLES 


By HARRY R. TERHUNE 


IDEAS 


Field Editor, BOOT AND SHOE RECORDER 


Two in a row from the Big Four 
Shoe Store in Corsicana, Texas, 
presided over by George F. Baum. 

In the rear of the store is a most 
active two-man shine stand. Facing 
this is a large rack used during the 
holiday season to display slippers. 
To keep his trade interested—and 
incidentally to make many more 
extra sales—George uses this rack 
to display many of his brand-new 
shoes. The stand is patronized by 
men, women and children, so shoes 
and slippers for all are on constant 
show. 

Most stores have their seats num- 
bered so that in busy periods the 
floor man can see that the customers 
are served in proper rotation. In 
this store the name Big Four Shoe 
Store is woven on the seat covers, 
together with the number of the 
seat. And to take away the idea of 
being numbered, the covers are all 
mixed up so that No. 20 is likely to 
be next to No. 54. 


OP: 


Wirn all the swing toward great- 
er use of P.M.s, W. F. Moss, who 
manages the shoe department in the 
Kerr Dry Goods Co., Oklahoma 
City, does not believe in them. This 
department is operated on a com- 
mission basis, with the boys work- 
ing on a six, eight and ten percent- 
age. The reason why Moss is 
opposed to the P.M. system is that 
he believes this gets to be the prime 
motive for selling. He tells me that 
he has a wonderful sales force, with 
every man as much interested in the 
success of the department as him- 
self. When this condition exists, 
all feel responsible for the health 
of the stock. The men like every 
shoe that comes in and they know 
that the slow sellers must be sold. 

Another unique thing about this 
department is that customers are 


never turned over. The reason for 
this, Moss tells me, is that he wants 
every man to feel that he can sell 
every customer if it is humanly pos- 
sible to make the sale. Of course, 


if he should get a man who is miss- 
ing too many sales, it is necessary 
to replace him with one who is more 
in sympathy with the established 
ways of doing business. 


OP) 











Texas women have long been noted for 
their keen appreciation of quality and 
style in shoes, so Texas stores don't 
hesitate to quote prices in their ads. 


Ir is necessary to show many shoes 
in a popular-priced family shoe 
store, believes D. L. Barton, man- 
ager of the Austin Shoe Store in 
Corsicana, Texas. The interior of 
his store is practical proof of his 
theory. All five of the low three- 
foot high stock fixtures around in 
front of the regular store shelving 
have display tops. The tops of 
these fixtures are built on a slant, 
being about six inches higher in the 
back than in the front. Strips of 
quarter round keep the shoes from 
slipping. 

Displays are continuously 
changed. The day I called there 
the line-up was men’s sport, wo- 
men’s sport, women’s dress, wo- 
men’s bargain and children’s. Many 
customers, Barton stated, will look 
around the displays, especially 
when the fitting chairs are full, and 
then ask to be fitted in a certain 
style. The displays not only serve 
to keep the trade thinking about 
shoes, but also pep up the selling. 
Changing the shoes often and 
switching the places where they are 
shown, goes a long way in keeping 
up the customer interest. 


Or; 


A HOSIERY sales promotion plan 
used by Krupp & Tuffly, Houston, 
brought in some excellent returns. 
This was worked out by Michael 
Murphy, who merchandises the ho- 
siery and is the store advertising 
manager. The publicity consisted 
of six advertisements in the local 
papers and direct mail postcards 
sent to the store’s mailing list. 

The plan was a two-weeks’ pro- 
motion concentrating on Van Raalte 
hosiery. Three-pair prices were 
stressed. Hosiery was displayed in 
the Main Street windows all during 
this period. Special cards in the 
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a: 


“T wouldn't 
use anything 


but SHU-MILK” 





, 


Millions of people express a decided preference for Shu-Milk—the FULL VALUE HIGH 
QUALITY cleaner which preserves perfectly and safely NEW SHOE WHITENESS to ALL 
KINDS of WHITE FOOTWEAR. That’s why it’s a certain repeater — is America’s largest 


selling white shoe cleaner. 


And now—ADDITIONAL MILLIONS will make SHU-MILK their choice, as a result of our 
1935 ADVERTISING CAMPAIGN—the greatest advertising force ever put behind a white shoe 


cleaner. 





ADVERTISING !! 


—to bring PROFIT- 
ABLE sales to your 
store. 


115 LEADING 
NEWSPAPERS 


covering all important 
trading areas. 


THE AMERICAN WEEKLY 


with world’s largest 
circulation. 


GOOD HOUSEKEEPING 
COSMOPOLITAN 
PHOTOPLAY 
HOLLANDS 
TRUE STORY 


31 Million Circulation! 











To your store they will 
come — be ready for 
them. Concentrate on 
Shu-Milk, the recog- 
nized leader, because 
it gives 100% SATIS- 
FACTION —sell it as 
“BEST EVER USED 
or MONEY RE- 
FUNDED.” (Printed 
on every package. ) 


And PROFIT — Shu- 
Milk is a ‘Natural’ 
with double-your- 


money profit, plenty 
of ready-made demand 


and quick turnover. Your whole- 
saler has a beautiful display for 
you—one with a real sales punch 
—Insist on him sending it along 
with your order—it ties up perfect- 
ly with our advertising — means 


more PROFITABLE SALES. 


FREE GOODS OFFER 


YOU RECEIVE 


YOU PAY FREE 


YOU BUY 





GROSS LOTS 
(4 cases) 


$1.75 per dz. 


2 Bottles with 
each dozen 





CASE LOTS 
(3 dozen) 


1.85 per dz. 


2 Bottles with 
each dozen 





LESS THAN 
CASE LOTS 





2.00 per dz. 





2 Bottles with 
each dozen 





* Double Your Money 





National Distributors 


WALTER JANVIER, Inc. NEW YORK, N.Y. 
~ AMERICA’S LARGEST SELLING WHITE SHOE CLEANER 


When writing advertisers please mention Boot and Shoe Recorder 


—THROUGH YOUR WHOLESALER 
(Deal effective March 1 to July 1) 
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elevators told of the hosiery fea- 
tures and three-pair prices. Im- 
pressive table trims with suitable 
copy were shown on all shoe-selling 
floors. 

The entire sales force of the store 
was mobilized for the purpose of 
stimulating interest in the plan and 
making it possible for the non-sell- 
ing employees and those employed 
in other selling departments to par- 
ticipate. 

Daily and weekly prizes were of- 
fered, such as a daily and weekly 
high prize for the hosiery sales girls 
selling the largest number of groups 
of three pairs of hose, and daily 
high prizes given to shoe salesmen 
who introduced the largest number 
of customers to the hosiery depart- 
ment. Then all the store’s em- 
ployees had a chance of winning 
weekly prizes, which were based on 
these three different points of con- 
tact: For each person talked to 
about the hosiery drive and telling 
any person about the three-pair 
deal, etc., 20 points; for telephon- 
ing to some person or for someone 
else to do so for a contestant, each 
phone call, 20 points; filling out 
postcards explaining the hosiery 
deal and inviting the prospect to 
come in, 10 points. 


OP: 


THE simplest way to tell how a 
business is progressing is to take a 
large sheet of paper and each morn- 
ing write down under the heading 
of Materials Carried, the size and 
retail price of each pair of shoes 
sold the preceeding day. This from 
Norton Thompson, who manages 
the Queen Quality shoe depart- 
ment in Goldsten, Migel Co., Waco, 
fexas. Under materials he lists the 
following: Evening slippers, patent, 
brown kid, black kid, blue, white, 
combination sport. At the end of 
each month, a compilation of the 
various percentages of goods sold 
is made. For January, the record 
read: Evening slippers, 10 per 
cent; patent, 3 per cent; brown kid, 
14 per cent; black kid, 28 per cent; 
blue kid, 19 per cent; white, 7 per 
cent; white combination, 8 per 
cent; grey, 1 per cent; sport ox- 
fords, 10 per cent. Total 100 per 
cent. 

A chart is made on sizes from 
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each division and a master chart is 
made on everything except the 
Vitality department. This is kept 
separately. 

Here’s one important finding on 
prices. 97 per cent of the business 
is between the prices of $4.95 to 
and including $8.50. That means 
there is a 3 per cent spread over 
both ends, $3.95 grades and the 
$10.50 and $12.50 shoes. 





SET 'EM A GOOD EXAMPLE 


T HAT old slogan of "Wear a 
good pair of shoes yourself,” is 
put to practical everyday use in the 
shoe store owned by G. L. Pelley, in 
San Benito, Texas. He considers that 
a good smart pair of shoes on the 
feet of a shoe store proprietor is just 
as much good advertising as a page 
advertisement in the newspaper. In 
fact he thinks it would not be amiss 
if a shoe man did charge his per- 
sonal shoes to advertising, although 
he does not do this himself. 





WORKING on the theory that 
shoes are worth what they will 
bring at the moment, causes M. E. 
Deakin to average his costs con- 
tinuously. This regular revaluation 
is one of the surest ways of keeping 
a stock clean and healthy, this 
Harlingen, Texas, shoe merchant 
told me. Just as soon as he finds 
a line going slow or that he has a 
few odds and ends, he immediately 
cuts the cost and puts the line in 
the next lower grade. If that does 
not do the trick at once, down they 
go again. 

This, mind you, happens right in 
the heart of a selling season, not 
when it is all over. At the last semi- 
annual inventory a total deprecia- 
tion of $30 was taken as against 
$50 the previous inventory. This 
same principle is used in marking 
new goods. Some shoes which cost 
$2.50 are hard to move at $4, while 
others costing the same walk out 
at $4.50. This is a store which has 
yet to run a general store-wide sale 
in its seven years of existence. Oc- 
casional specials, yes, but no gen- 
eral sales. 


Or! 


A SHOE store which does not 


want its name used for obvious rea- 


1935 


sons did a good job in collecting 
some $2,000 in accounts which 
were from two to three years old. 
Regular bills had no effect in pro- 
ducing money while it did result in 
keeping the people out of the store. 

The collection job was done 
through the means of getting some 
legal looking forms which stated 
the store had a claim against the 
party addressed. A notary’s seal 
made the paper look official. An 
accompanying friendly letter ask- 
ing the recipient to call at the 
store to talk things over brought 
in 21 people the very first day. 
Some paid something, others signed 
notes, others promised to clear the 
account up in a short while 21 
paid in full. 

The store was very insistent on 
the payment of the full amount, as 
they figured it would be bad busi- 
ness to compromise the account in 
any way by offering to accept part 
of the amount due as settlement. 


OPI 


JULIAN ASHHEIM, whose shoe 
store is in Harlingen, Texas, is a 
great believer in having plenty of 
open displays. Now down his sec- 
tion white shoes sell freely about 
eight months of the year, and as he 
has 30 or 40 pairs of summery 
shoes on display at all times, he 
has found that by slipping the shoes 
into cellophane bags, they serve for 
display purposes fully as well as 
when not covered and also when the 
customers pick them up to examine 
them, the shoes do not get soiled. 
This same idea is used in the ho- 
siery department also. 


OP! 


“ ALWAYS bring out both shoes, 
try on the right and give the cus- 
tomer the left to examine,” councils 
J. W. Spencer, manager of the 
Wolff-Marx shoe department, San 
Antonio. That is one of the little 
things which speed up sales, he 
finds, as she will immediately say 
something about the shoe, either in 
favor of or against it. When this 
is done, the shoe fitter has a chance 
to know precisely what the cus- 
tomer has in mind at the start of 
the sale, all of which is a great 
time saver. 
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In stock for “at once” delivery! 


39 all-purpose styles in 


st WHITE 
ENNA JETTICKS 


Styles for active and spectator sports, for tailored 
and dressy daytime wear. Nationally advertised in 
women’s magazines. 180 sizes and widths priced 
to retail at 


Width 
Sizes 1 to 12 $ AND $ AAAAA ve ene 


ENNA JETTICK SHOES, we. 


AUBURN, N. Y. 


Jessica 


retail $5 


Lottie Sh ee , Mayfair 
retail $6 LY. oretail $5 


Corrine ae oe foe eee 
‘ fo th Virginia 

retail RR ease ‘ 
il $6 an ea retail $6 


« panna. 
= 


“You need no longer be told that you have an expensive foot” 


When writing advertisers please mention Boot and Shoe Recorder 
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EASTER DISPLAY CARDS, PRICE 
TICKETS and BACKGROUNDS AVAILABLE 


a SELL 


nCrease SHOE SALES WITH 
EASTER COLORS AND DESIGN 











































































E 
te 
The “I” ticket harmonizes é 05 P' 
in color and design with the 
April card. , : 
S 
E 
e 
w 
“F’: Three shades “T”: Pale green 
of lavender. board; _ lavender P 
flower; dark green c 
trim. 
o 
fe 
° ° te 
Tickets Appropriate for Easter Also ... 
Selling messages on men’s, women’s, chil- 
dren’s shoes; women’s hosiery; store ser- 
APRIL ice, fitting, ity, 8, ete. 
Rose-pink board; lavender and COMPLETE TEXTS = _ — — sii 
ee sar and prices sent on request (Tickets: Priced below, Size 14%" x 23%". Samples on reques. 
Feature Pointers , 
The ARROWS are available in two . 
INFORMATIVE ARROWS point out colors: corn with green border, or : 
visibl A tobeth ol Th ose buff with green border. Choice of 
© ene inbuilt values. oad forty selling phrases, or blanks. 7 
gracefully and securely placed with the 
aid of adjustable Polly Clips. 12 dozen (printed or blank)..... $2.00 i! i! bh 
6. 1 GEIS MO Oe aes. 1.10 8 
REVEAL the fine wearing qualities of ek ee eee ios a i : 
your merchandise with PRECISE in- ‘ 
formation through your windows. You SPECIAL: aeroRe 7 
can turn a window shopper into a sure ONE GROSS ARROWS AND ONE GROSS sesneass t 
POLLY CLIPS...... @ ONLY $5.00 


customer by pointing out the quality <« 
features of your shoes. 











Attractive Hand Lettered Price Tickets 

IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK “yg” Price........... 

WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 

WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 

“Polly Clips for tickets: 1% gross $2.25 
(adjustable—tilts at any angle) 1 gross $4.00 

“K”—Shoe Carton Tickets: 500 @ $1.25, 1000 @ $2.25 

CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 
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USE SALE STREAMERS 
ON YOUR WINDOWS 
(Red border and “Sale” on white. 


Size: 24” long—5” wide. Price: 3 for 25¢— 
10¢ each.) 


MORE SHOES / 


Select the Service You Wish— 
Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 
12 display cards ... 6 holders. . 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards . . . 4 holders . 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards . . . 2 holders . 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards ... 2 holders... 
50 blank harmonizing price tickets 










Annual Display Card Service 
Includes 


EXCLUSIVE FRANCHISE is given with annual card service 
to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
ge any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current ig 
cards, supplied free. Neat tickets with prices as 7. ae 
not harmonizing with the show cards, su plied aan S 

ferred to blanks; harmonizing tickets aa soles 

te assure well blended trim, are 35¢ per fits, "additional. 
















BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 

































HOLDERS Please enter our order for the Recorder “Selling 
_ . Message,” beginning with April, for card service 

— - me N@bgacccsacs » for one year, consisting of......... card 
} caiee't ‘ holders (with the first month’s service), ........ cards 
ree blank tickets each month—OR—......... 

ie IMPRINTED tickets at 35¢ per fifty, additional, for 

These modernistic which we will pay $....... per year, payable $....... 






holders take any 


size card. 
harmonize wi 
the finest of win- 
dow display fix- 
tures. 

















Merchants Service Dept. 
BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Il. 















per month, For cash in advance, full year’s service, 
5% discount. Checks from foreign subseribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 
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FOUNDED 1912 





"An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety" 





FASHION CLINIC ANALYZES STYLES FOR FALL 


On April 29th and 30th the big and little men of the busi- 
ness of shoes gather at the Waldorf-Astoria Hotel in New 
York City to form the fashion forecast for the Fall and 
Winter of 1935. This cooperative meeting under the direc- 
tion of the National Shoe Retailers Association and in con- 
junction with the Opening Showing of Leathers by the Tan- 
ner’s Council of America, attracts the merchants, manufac- 
turers and tanners to New York City twice a year in an 
effort to prognosticate styles in footwear. 

The value and the success of the purpose of this meet- 
ing can be best expressed in the comments of shoemen. While 
all branches of the trade look eagerly toward the meetings of 
the Men’s, Women’s and Juvenile Styles Committees, the 
following statements by retailers of shoes, give a good pic- 
ture of this great seasonal meeting, to which every shoeman 
is urged to attend as guest of the Retailers Association. 


A. Golanty—Joseph Horne Co.—Pittsburgh, Pa. 


“T have always found that, by attending these style conferences, 
I have benefited immensely. They bring us in closer contact with 
the manufacturers with whom we may iron out our problems, 
thereby assisting everyone concerned!” 
* * & 


Herman Lieber—Milgrim—New York, N. Y. 


“I think the Style Conferences of the National Shoe Retailers 
Association, have done excellent work. I also think that Mr. John J. 
Holden and President Mittelman have been very instrumental in 
helping the shoe retailers throughout the country, not alone with 
style information which can be adapted to suit their own needs, 
but also in effecting legislation which has helped the shoe trade 
in general.” 

* a a 

Schuyler G. Harrison—Harrison Brothers—East Orange, 

Ns ds 


“These conferences have come to play such an important part 
in outlining Footwear trends for the coming season, that it is 
almost trite to comment upon their value. Nevertheless, it is 
worthwhile from time to time to count our assets, and with this 
thought in view, I would like to express my opinion of their 
merit. 


“In a day when new influences and trends are appearing more 
rapidly than ever before, it is infinitely worthwhile that the shoe 
irade should be welded together as a unit. Only in this way can 
they tell a united story to the public, and gain the advantage 
which comes from a mighty wave of promotion toward which 
each contributes the power of his own individual store and organi- 
zation. I feel that these style conferences fulfill the purpose of 
welding the trade together, and in this capacity, their value to 
the retailers of the nation is inestimable.” 


* * *& 


Milton G. Harper—Harper’s Walk-Over Shops—Philadel- 
phia, Pa. 


“The Styles Conferences offer not only authentic style, leather 
and color information, but are an inspiration to every attending 
retailer. They inspire an enthusiasm for the planning of a new 
season, that is the very spark plug for progress.” 


* * 


J. H. Roberts—Stone Shoe Co.—Cleveland, Ohio. 


“These conferences in the past have proved very helpful to me 
and I am sincere when I say that every shoe merchant, regardless 
of how small his volume might be, should be present for these 


discussions.” 
od a ae 


George B. Hess—N. Hess’ Sons—Baltimore, Md. 


“T have constantly made every effort to attend the semi-annual 
Men’s Style Conferences because I have found these meetings the 
most beneficial held by any branch of the shoe industry. An 
amazingly fine spirit always characterizes these gatherings—men 
from all over the country stand prepared to exchange information. 
and from this information to build a giant pattern for the coming 
season. 

“Our preliminary plans for the approaching conference are more 
complete than ever before. This additional background work 
has been undertaken because of the growing complications that 
fact the creators and merchandisers of men’s shoes. The male 
public stands ready to accept new styles involving new leathers, 
new patterns, and new lasts, and it is our duty to properly inter- 
pret them. For these reasons, I feel confident that our attendance 
will be larger and more enthusiastic than ever before.” 
































"The Barometer of business in the retail shoe store indicates the economic health of the industry." 
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Retailers Association > 


NEWS BULLETIN 





Service Center—3022 Empire State Building, New York—John J. Holden, Manager 





Do You Know-— 


. . « That special railroad rates (fare and 
one-third for round trip) are in effect for 
the Styles Conference to be held in New 
York City, April 29th and 30th P 


. . . That it costs only $5 a year to become 
a full-fledged member of the National 
Shoe Retailers Association? 

* * * 


. . . That the complete style reports of the 
Men’s, Women’s and Juvenile Style Com- 
mittees are sent to members of the N.S. 
R.A. free of charge? 

* 


* 


... That this is the 25th service year of 
the ‘National Shoe Retailers Association? 
* * * 


. . . That the Massachusetts chiropody bill 
was defeated P 


What Do You Think? 


What do you think about this bill, 
presented by Representative Bier- 
mann of Iowa, in Congress, in an ef- 
fort to prevent the misrepresentation 
of the component materials of any 
shoe produced, sold or exchanged in 
interstate commerce? 


Tuis Bit. ProvipEs 


. That any manufacturer of boots and 
shoes which enter into interstate 
commerce shall mark, label or tag 
such footwear to indicate whether 
the component parts are of leather, 
rubber, textile, paper, cardboard, or 
any other material. 

. That the Secretary of Agriculture 
shall enforce the provisions of this 
Act by making uniform rules and 
regulations including the designa- 
tion of the form of label, tag, or 
other mark to show component ma- 
terials and the. examination of 
specimens of boots and shoes to 
ascertain whether they are proper- 
ly marked under this Act. 

3. That misrepresentation of the com- 
ponent materials of any shoes pro- 
duced, sold, or exchanged in inter- 
state commerce shall be considered 
misbranding and shall be unlawful. 

. That imported shoes shall be sub- 
ject to the same regulations and if 
improperly marked as required by 
this Act, shall be denied admission. 
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INVITATION—to every shoe man—to attend the Style 

Conference of the National Shoe Retailers Association 

to be held at the Waldorf-Astoria Hotel in New York 
; City—April 29th and 30th 
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Time to Remodel Stores 
Everywhere 

“It is better to spend money 
this year to modernize your 
stores, in methods and structure 
and equipment, in order to build 
up good-will and future profit 
.... Reduce 1935 profit in order 
to get that reduction back with 
large interest in future years.” 

AsBert D. HuTZLeEr, 
Pres., Hutzler Bros. Co., Baltimore 


What Per Cent for 
Advertising ? 

“Some say. advertising should 
cost 3 per cent of sales, or 5 per 
cent of sales. I say the advertis- 
ing cost should be what it takes 
to sell goods at a profit.” 

Amos ParrisH. 


Salute to Retaildom 

GOOD sound horse sense is char- 
acteristic of the experienced mer- 
chant. Retailers reflect their cus- 
tomers. The American people have 
an unfailing sense of proportion—of 
perspective. Even in their bewilder- 
ment their faith in the future was 


unshaken; they continued to buy 
what they needed, to pay their bills, 
to take pride in the way their favor- 
ite stores were carrying on with no 
sign of panic, when all around them 
was hesitation and pessimism. 

From quite some way down the 
line, retailers have moved up to the 
top rank in business leadership. 
They have earned the esteem of the 
public and the confidence of Govern- 
ment. They are in a class by them- 
selves, beholden to no other business 
group, tarred with no dirty sticks, 
wearing no man’s collar but their 
own. 

JOHN GUERNSEY. 
* * * 


. the difference between cost and 
selling price is either profit or loss—no- 
body ever got rich by selling at a loss, no 
matter how many he sold. 


The Test of Necessity 

In critical times everything for 
which money is spent must be 
tested rigidly by the criterion of 
necessity. and means found for 
the elimination or reduction of 
that which cannot pass the test. 





The matters discussed on these pages are solely the expression of the National Shoe Retailers Association. 


3 











Page 48 


BOOT AND 


Convincing Copy Sells the Man 


[CONTINUED FROM PAGE 21] 


lem. It has a double barreled sales 
argument, selling the customer on the 
need of professional attention to seri- 
ous foot ills and selling both the cus- 
tomer and the doctor on the line of 
shoes. It tends to create customer con- 
fidence by saying “Consult local doctors 
for all troubles related to your feet.” 
And it isn’t at all likely that the doc- 
tors will resent that advice. The copy 
reads: 

“You’ve heard it. We've heard it. 
Women and men going from here to 
the ends of the earth to get help for 
their feet, as a relief from arthritis, 
rheumatism, etc. 

“Many have been helped. But was 
the trip necessary? Right here in 
town are doctors who, quietly and with- 
out fanfare, are performing what 
their patients can well call miracles. 

“Among professional men there are 
no secrets. New discoveries in tech- 
nique, new theories and practice are 
common knowledge. The doctors of 
medicine, chiropody and osteopathy of 
this city are widely experienced in the 
care of the feet. We know, for we 
have been privileged to work with them 
—-to fill their prescriptions for shoes. 

“Because, as professional men, these 
doctors can not and would not adver- 
tise their services, we take this oppor- 
tunity to speak for them.” 


Dramatizing Foot Comfort 


The Coward Shoe sells foot comfort 
to men in a dramatized advertisement 
captioned “Your feet are always spoil- 
ing our fun!” The lady pictured in the 
ad is speaking, while the gentleman, 
seated, looks at his feet and registers 
torture. Then the ad goes on to say: 

“The Coward Comfort Counsellor can 
restore the pleasure of ‘All Day Feet.’ 
Are your feet robbing you of fun and 
pleasure? Why become an old man be- 
fore your time—just because you neg- 
lect the careful fitting of your shoes? 
You are not being careful unless you 
buy shoes by shape as well as by length 
and width. Coward shoes are scien- 
tifically designed in 79 different lasts 
(shoe shapes)—to provide comfort for 
every shape of foot. Consult a Coward 
Comfort Counsellor, who will match 
your foot shape with the identical shoe- 
shape. With no sacrifice of appearance 
Coward can give you back your ‘all- 
day feet’.” 

Wright-Arch Preserver approaches 
the comfort argument from a different 
angle. “Whatever you do... wherever 
you go, you take 18,908 steps each day,” 
says the ad. “These smartly styled 
Arch Preservers will make your feet 
happier every step you take. Built in 
the grand old New England tradition 
of honest leather and fine workmanship, 
styled to the personal tastes of New 
York’s best dressed men—these shoes 
are attracting thousands of men who 


know fine footwear. Yet Wright-Arch 
Preservers offer far more than just 
‘fine footwear.’ They offer a foot com- 
fort you have long wanted—real com- 
fort—without aches or pains or just 
tired feet.” 


Men's Apparel and Shoes 


John Ward sells the new season’s 
lasts, patterns and leathers in an im- 
pressive manner by showing swatches 
of Spring clothing fabrics in the ad and 
tying up the shoe styles with clothing 
fashions. “Here’s how we take the 
guessing out of shoe styling,” says the 
copy. “Here are two Spring John 
Wards, shown with two of the new 
suitings which will be worn this sea- 
son by the well-dressed patrons of 
Basil Durant, noted New York custom 
tailor. Checking with recognized style 
originators like Mr. Durant is our regu- 
lar procedure in designing John Wards. 
We make absolutely certain in advance 
that our shoes are in design and color 
harmony with authoritative style trends 
in fine clothing. In your business and 
social contacts, it means a lot to be sure 
you’re correctly dressed.” 

The custom idea is played up by 
Florsheim in ad that also ties up the 
shoes with the fabrics. “It takes more 
than punchwork and perforations to 
make Florsheim Custom Shoes,” says 
the caption, and the selling story is 
built around this same idea of “custom 
quality.” The copy continues: 

“In most shoes ‘custom’ means the 
addition of a few frills and flourishes 
... in a Florsheim it means the pains- 
taking skill and customary care with 
which all our shoes are made. Any 
Florsheim Shoe, whether it’s a military 
cut plain toe or a fully perforated and 
decorated brogue is really a custom shoe 
in the true meaning of the word. 

“The fine lasts, the fine leathers, the 
skillful labor that go into the making 
of Florsheim shoes are the reason why 
Florsheim shoes cost less by the year.” 

These are some of the 1935 copy 
angles developed by clever metropolitan 
advertising men to stimulate the sale of 
men’s shoes at retail. They are sugges- 
tive of the sort of copy that can be 
counted on to appeal to men in these 

modern times, copy that emphasizes the 
fit, comfort, service and wearer satis- 
faction of th eshoe, while at the same 
time playing up the style angle that’s 
such a very important consideration to 
the well dressed man of today. 





FALL STYLES CONFERENCE 
And Leather Showing 
Waldorf-Astoria, New York, April 29-30 
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Houston Shoe Men Have 
Their Own Problems 
[CONTINUED FROM PAGE 23] 


better than $12. Selling women’s shoes 
came in 1929 and never since that time 
has the department tried to meet the 
current situation with price, but has 
kept going through stimulating fashion 
right merchandise. 

For one, Mr. Sherwin finds the high 
style angle very interesting with some- 
thing new happening every day. As an 
illustration, he shows this merchandis- 
ing peculiarity. “Houston is so close 
to the coast the resort influence is even 
more pronounced than in nearby Texas 
cities. This has both advantages 
and disadvantages, as, in a large mea- 
sure, the city is used as a proving 
ground for Eastern manufacturers in 
mapping out promotional or fashion 
ideas. The disadvantage is that we can- 
not go in and see what New York and 
Chicago are buying, as the only ones 
having common style problems are the 
southern California and better Texas 
stores.” 


Men's Business Looks Better 


In the men’s shoe department in 
Sakowitz Bros., E. J. Shwarzman pre- 
dicts an uncommonly good business in 
men’s shoes this Spring. For one 
thing, he had his shoes in a month 
earlier than usual and has much less 
competition than he had a year ago, to- 
gether with admittedly better business 
conditions. The department is selling 
more different types of shoes early in 
the season, another point indicative of 
good pairage. 

Women are getting to be a real in- 
fluence in the buying of men’s shoes, 
observes Mr. Shwarzman. He reports 
that more women are accompanying 
men on shoe buying expeditions. “The 
reason for this is that I believe men 
are coming to realize that women have 
a keener style value, and as a result, 
men are buying better shoes than ever 
before. It is a common thing to hear 
a woman tell us that we have been 
putting old men’s styles on her husband 
and now she wants him to wear smart 
looking shoes.” 


More Volume Is Objective 


There is a lot of sound common sense 
in what W. D. Hammersmith had to 
say. “We shoe men must get down to 
business different than we did a few 
years ago. We must get down to closer 
figuring, must operate on a closer mar- 
gin of profit and work up a volume. 
We could not do this a few years back 
because there was not even a remote 
chance of doing a volume business. All 
this must be done on reliable merchan- 
dise without any price chiseling what- 
ever. 

“We independent merchants might 
just as well get the benefit of this addi- 
tional business that is being developed 
every day and meet chain store com- 
[TURN TO PAGE 50, PLEASE] 
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The continually rising sale of men’s 
Kangaroo street and dress shoes is due to 
just three factors: 

1. The qualities and characteristics of 
this superb leather: [its comfort, lightness 
and flexibility, the fact that it is the strong- 
est leather of its weight because of its 
closely interlaced fibres, that it takes a 
high, brilliant polish.) 2. A gro con- 
sumer interest in Ka roo: {men every- 
where, from one side of this country to the 
other and from the Canadian to the Mexi- 
can border line, are learning of these quali- 


ties.) 3. The merchandising and advertis- 

‘natural’? that Kangaroo effers aggres- 
sive retailers: [‘‘A strange animal from 
far off Australia, and a superb leather tan- 
ned in America’’ is a sales story with real 
attention getting value for your advertis- 
ing and display departments.) 

Hitch your sales curve to genuine 
Kangaroo! Tanned in America by the 
Surpass Leather Company of Philadelphia; 
the Richard Young Company of New 
York; and the Ziegel Eisman Company 
of Boston. 


iv 5 fats) 3, % : 2 ¢: aK ane ; . a ; Sa ; , + ; . . oo 
KANGAROO ~~ AMERICA 


When writing advertisers please mention Boot and Shoe Recorder 














petition. Doing a job of this nature 
depends in a large measure on location. 
Unless one has a volume producing lo- 
cation, it is useless to try it. We did 
not do this when we had 100 per cent 
location but it seems advisable now 
that we are in a temporary 75 per cent 
stand.” 


Departmentalization Helps Sales 


Formerly all shoe departments in the 
Munn department store— men’s, wo- 
men’s and children’s—were in together. 
Since they have been separated the 
business has jumped right ahead. A 
special section was built for the chil- 
dren next to the women’s, while the 
men’s were moved to the men’s cloth- 
ing section on the street floor. The 
latter overcame the tendency of men to 
shy away from department stores. C. 
T. Harlow is operating these depart- 
ments on the sound program of plenty 
of sizes and plenty of $4, $5 and $6 
shoes. He finds that it is possible to 
bring men into a department store, but 
it takes a little more time and worry 
to get them started right. 

In the children’s department, the 
business ran up three times after the 
special section was installed. One big 
secret, however, was in assigning one 
young man who liked to sell children’s 
shoes to this department. Buying most 
all stock shoes is a great factor in 
keeping the investment down and the 
turnover up, he says. 

Across the street from Munn’s is 
Clark’s Juvenile Shoe Store. There E. 
Becker told me the reason they car- 
ried such a big stock is due to the de- 
sire of wanting to fit all the feet prop- 
erly and to please all customers. “Isn’t 
that a rather expensive desire?” “No,” 
was the comeback. “The stock is kept 
within bounds and we are able to get 
a satisfactory turnover. A big stock 
if bought right and merchandised right, 
will turn right. This one will average 
five times a year. 


Advertising Children's Shoes 


“In operating a children’s store, it is 
necessary to set aside more than normal 
for advertising purposes. One must ap- 
peal to the kids, so souvenirs are most 
important. We are in everything per- 
taining to children, in every kind of a 
program, in the radio, use the scouts 
and stock the most complete line of 
dance shoes in the city. There is a 
tremendous increase in dance business 
because real lines are carried. 

M. Menlowditz opened the Saks Shoe 
Store in 1932 in a very casual sort of 
way one block from Main Street. Sales 
showed an increase of 33 1/3 in 1934, 
and this year a similar gain is noted. 
This is a popular priced family shoe 
store with the women’s top at $3.95 
and the men’s at $5. Menlowditz be- 
lieves that any little independent shoe 





- Houston Shoe Men Have Their Own Problems 
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man, by staying on the floor and seeing 
that the customers get good treatment, 
can work up.a good business. It is 
possible to do a real job in a family 
shoe store, he believes, even with the 
keen competition from the chains, de- 
partment stores and the hundreds of 
stores selling shoes at similar retail 
prices. Buying only goods from rep- 
utable manufacturers, then being as- 
sured of the quality, is the secret here. 
The store has broadened out all lines 
in all departments. It started with a 
stock of 500 pairs and now 14,000 pairs 
are in constant action. By that he 
means that his six men on the floor 
turn this stock nearly four times a year. 


Business on ‘29 Basis 


At Levy Bros., E. J. Moser reports 
that the shoe business is now back on 
the 1928-1929 basis. A most remark- 
able trade has been experienced this 
Spring and the reason for it is that the 
store had good merchandise and plenty 
of it. “The old army game of keeping 
plenty of fresh goods coming into the 
store and keeping the boys on the floor 
pepped up has proven to be a mighty 
sweet proposition to us.” Moser has 
charge of the high grade balcony de- 
partment, as well as the basement, 
working with his old partner, Sid 
Katz of San Antonio. 

As proof that women appreciate 
good shoes, he indicated that the bal- 
cony department is selling as many 
$11.50 units as they are of the $8.75 
grade. The men on the floor all assume 
that the customers want better shoes 
and in the majority of the cases they 
are right. Mr. Moser is paying a lot 
of attention to sizes. Regardless of 
the number of pretty shoes he may have 
in stock, a customer expects a reason- 
able assortment of sizes in her fitting. 
This policy results in comparatively 
few walk-outs, but sizes, particularly 
end sizes, are watched very carefully so 
there will be no undue accumulation. 

In talking with W. C. Johnson, man- 
ager of the J. C. Penny store, he gave 
me this insight relative to how the Pen- 
ney organization rates its shoe depart- 
ments. As is well known, the Penney 
stores take their shoe business serious- 
ly and have a very fine shoe buying 
organization. Even with exceptionally 
good values and exceptionally good 
styles, shoes are the slowest to start 
when a new store is opened. The pol- 
icy of this chain is to set the shoe busi- 

ness in the store at 17 per cent or 18 per 
cent of the store’s total volume. 

In this Houston store, Mr. Johnson 
said that it was very gratifying to see 
the way the shoe business had de- 
veloped here. He finds that they are 
making a great many customers on ac- 
count of the quality. While they pay 
a lot of attention to style, the organi- 
zation pays more attention to quality. 
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One reason that he finds why it is hard 
to develop the shoe business is due to 
the lack of ability on the part of the 
trade to judge quality by the feel or by 
the look. Nearly every woman can 
judge the quality of a piece of silk, 
cotton or woolen or the workmanship of 
a dress or whatever she is buying. In 
order for her to judge the quality of a 
pair of shoes, she first has to wear 
them and that is something that takes 
several months for the quality to be- 
come apparent. In other words, shoes 
have to be proven on a good foundation 
and very patiently built. That is why 
the shoe business is so hard to start. 

There are 30 shoe outlets in the cen- 
ter of Houston, divided into the follow- 
ing classes: Chain shoe stores, 12; chain 
and leased departments, 10; indepen- 
dent shoe stores, 4; department and 
clothing stores operating own shoe de- 
partments, 2; upstairs stores featuring 
corrective shoes, 2. 





Protest Maryland Sales Tax 


BALTIMORE, Mp.—Retail shoe mer- 
chants throughout Maryland as well 
as department store heads and other 
retailers are considerably exercised 
over a new law which has been en- 
acted by the Maryland General Assem- 
bly imposing a 1 per cent gross retail 
sales tax to raise relief funds. The 
measure is coming in for bitter criti- 
cism and it is considered likely that it 
will be tested in the courts. 

The General “Assembly was unable 
to agree on a 2 per cent general retail 
sales tax which would have been passed 
along to the consumer, such a mea- 
sure having been passed by the House 
but rejected by the Senate. Near the 
close of the session, when it was found 
that action had to be taken if Mary- 
land was to share in the Federal relief 
funds, the 1 per cent tax bill was 
passed and it has been a target ever 
since. The new law permits the mer- 
chant to absorb the tax or pass it along. 

Some of the. opponents of the new 
law contend that it will not raise the 
required $5,000,000 a year, and are of 
the opinion that a special session of 
the General Assembly will have to be 
called. 





Sees Colorful Spring Trade 


DALLAS, TEX.—Donald Maxwell, dis- 
trict manager for the Queen Quality 
group of shoe departments in the 
Southwest, sees a very colorful Spring 
shoe business, with a main background 
of white. Plenty of linen will be sold 
after Easter, he believes. While a good 
trade was anticipated on blues, he re- 
ports that sales on this color have been 
remarkable during the month of Feb- 
ruary. All indications point to a very 
successful Spring operation in the 
stores in his group. 
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NATIONALLY ADVERTISED... 


the most effective white cleaner made! 


ERE’S a white cleaner that really cleans! Shinola White 
Shoe Cleaner actually removes spots and dirt—it doesn’t furniture. 
just cover them up! Even oil and grease stains vanish. And ~~ 
what’s more, Shinola does not rub off when used according 
to directions! 
That’s why Shinola is the fastest -selling 10-cent white shoe 
cleaner on the market today ! And national advertising is build- 
ing even greater consumer acceptance for Shinola every day. 
These powerful magazine advertisements (one is shown at the 
right) are increasing sales for dealers who stock and sell Shinola. 





NEW DISPLAY MATERIAL ‘ i 7 Sz 


Bring this Shinola business to your store. Build profitable 
sales with window and counter displays. Attractive, eye-catch- 
ing display material in various sizes has been prepared for your 
use. Ask us about it—it’s free! Shinola White comes packed 
one dozen to the convenient display container shown above. 
Order today from your jobber or wholesaler. For display ma- 
terial, write direct to SHINOLA, 88 Lexington Ave., New York. 





& 


COUNTRY 


i 
4 
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NG LINE OF SHOE POLISHES IN THE 
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WITH Kirkendall's 


FAST MOVERS 





@ Kirkendall’s are the boots you 
need to give sales a real spurt. The 
noticeably outstanding value built 
into these boots make them fast 
movers and great sales stimulators. 
Kirkendall boots are the top in 
style and quality because of spe- 
cialization. We are exclusive boot 
manufacturers. We do not make 
shoes or other leather products. 
All our efforts go into making 
Kirkendall boots the leaders in the 
field. 


Stock Kirkendall boots and bene- 
fit by this organization of special- 
ists. Our large floor stock which is 
constantly replaced from our own 
factory assures you of wide selec- 
tions and quick service. 


Dealers who have not 
already received our 
1935 catalog, may have 
one on request. 


KIRKENDALL 


ft BOOT COMPANY 
kp) OMAHA,NEBRASKA 
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Capacity for Consumption 


1929 Not to Be Regarded as Pin- 
nacle, but Only a Mild Start, Econo- 
mists Tells Lynchburg, Va., Merchants 


LyncuBurc, Va.—Greater consumption, as well as 
greater production, is possible in the United States, Dr. 
Raymond B. Pinchbeck, dean of the University of Rich- 
mond, Virginia, faculty, declared at the thirtieth annual 
meeting of the Retail Merchants Association, Lynch- 
burg, Virginia, in an address in which he urged the 
merchants to study and supply the needs and wants of 
customers. His audience included many of the city’s 
prominent shoe merchants. 

Dr. Pinchbeck said that the year 1929 should not be 
viewed as the “pinnacle” year for business. Rather, 
he asserted, it should be considered a “mild start.” 

“There has been no overproduction and it is unlikely 
that there will be any if we gear our consumption for 
production,” the speaker said. “We can go to unheard 
of limits if we will.” 

Dr. Pinchbeck, an economist, reminded the merchants 
that they must consider many factors in dealing with 
consumers. They must take cognizance of the facts that 
eleven million people are unemployed, that twenty mil- 
lions are on relief and that the birth rate in the United 
States is dropping steadily. Merchants, he added, must 
educate their customers to intelligent purchases and 
they must improve their advertising systems. 

Approximately 150 persons attended the annual meet- 
ing, a banquet held at the Virginian Hotel. Reports were 
received and approved from J. E. Wood, president, 
and L. P. Mann, secretary and treasurer. They indi- 
cated a generally improved condition of the organi- 
zation. 

Elmer J. Nathan, presided as toastmaster, intro- 
ducing the principal speaker and several other prom- 
inent persons who were guests of the association. 
Directors whose names were offered by a nominating 
committee were elected as follows: John Paul Jones, 
John Early Jackson, Glenn Daniel, George Flippin, 
E. W. Myers and Joe Feinman. Mr. Daniel is manager 
of the Bell Shoe Store. 

Toastmaster Nathan presented Mayor Lewis E. Lich- 
ford, City Manager R. W. B. Hart, Robert D. Ramsey, 
business manager of the Chamber of Commerce; George 
C. Walker, manager of the western district of Virginia 
of the Home Owners Loan Corporation; Senator Charles 
B. Burks, Delegate Franklin Daniel, Councilmen Abe 
Schewel, Walker Pettyjohn and Carl Patterson, the 
latter a director of the state Retail Merchants Associa- 
tion, Chief of Police D. C. Smith and Max Guggen- 
heimer, district vice-president of the state merchants, 
Most of these spoke briefly on the work of their organi- 
zations and of the merchants. 

Dr. Pinchbeck chose as his subject, “The Consumer.” 
He said that until about a quarter of a century ago it 
was the custom to divide the economic group into four 
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parts: the landlord, labor, capital and business man 
or enterprise. In the last twenty-five years, however, 
more attention has been given the consumer and in the 
last fifteen years that phase of the economic question 
has been considered really seriously. 

He said that the business world has come to realize 
that there cannot be mass production unless there is 
mass consumption. He spoke of several investigations 
and studies, with their subsequent reports, of the con- 
suming power of the United States. 

Dr. Pinchbeck commended the work of trade or- 
ganizations such as the Retail Merchants Association. 
Through them, he said, great progress can be made in 
the study of the consumer’s wants and needs. 

“Greater production is possible and greater consump- 
tion is possible,” he concluded. “You are at the neck 
of the bottle leading from production to consumption. 
You above all in the community have a duty to study 
the consumer and study the ways of increasing con- 
sumption. 

“I believe that we have reached the bottom of the 
depression and that probably we have gone one-third 
of the way up the scale. But we have a long way to go.” 


“With Peasant Ancestry” 


Los ANGELES, CaLir.—‘‘With peasant ancestry” is 
the phrase Paul Kirsh is using to describe some quaint 
numbers, christened “sabots,” that he is showing at the 
J. W. Robinson Company department store. 

These numbers, priced at $12.50, have a tailored 
appearance with extremely broad in-strap and are pump- 
line in effect. They make the foot look slim, make it 
look smaller than it really is, yet in spite of these re- 
finements retains the marks of its peasant origin and 
shows the inspiration of the wooden sabots of European 
humble-folk. One outstanding number has leather 
strap fastening at the side with a heavy buckle while 
another has a coarse fabric strap dividing at the crest 
of the instep and lacing with three eyelets. The heels 
are of medium heights, the color combinations as varied 
as in other shoes, and the materials likewise are varied. 


Ed. Latham New Manager 


Lone Beacu, Ca.ir.—Ed Latham is the new man- 
ager of the children’s and growing girls’ shoe depart- 
ments at Buffum’s, largest department store in Long 
Beach. 

The departments, formerly on the first floor and 
connected with the women’s shoe department, have been 
moved to the fourth floor, where a complete new set-up 
has been inaugurated. New furniture and fixtures have 
been installed, and more of a modern design introduced. 

Mr. Latham comes to Buffum’s from Fresno, where 
he has been operating his own boys’ shop, known as 
Latham’s Boys’ Shop. Prior to going to Fresno six 
years ago, he was connected with Buffum’s for many 
years, 





“Have you seen the latest work 
of art?” 

‘What work of art?’’ 

“The BROWN and Blue Sur- 
pass is tanning now, as well 
as Black!” 


Those who know colors, appreciate the "'trueness" of the 
shades we are tanning for the current buyer. Which is 
to say, of course, that Shoe Men, Manufacturers and 
Retailers, appreciate the sales possibilities of shoes made 
up of these Surpass Colored Glazed Kids. Our BROWN, 
for instance, is not too Red, nor is it too Olive. It is a 
true, rich BROWN, in a leather whose silky grain and firm 
texture are uniformly comparable with the quality of the 
Surpass BLACK Glazed Kid that is our standard. 


SURPASS 


BROWN (4) 


AND 


BLUE 


as well as BLACK 


% Shoe Manufacturer 


% Shoe Retailer 
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: Ideal for 
e SPRING AND SUMMER 


Poe footwear 





Ole GaEnnGs 
SHOES 


These modern SEWED SHOES 


reflect the’ insistent requirements 


ohame IK Te-tdallale ms Zolul-taMm cola rote) 
wear of dependable quality 
and comfort 

Their popularity is recognized 
with continued enthusiasm by 
woke tRalemmikehslUhmekehavha-Ta-mmenale| 


tailers. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Blue and White Lead in Survey 





Sales of Blue Averaging Thirty to Thirty-five Per Cent 
of Total in Ten of Larger Stores 


CuHiIcaGo—The demand for blue con- 
tinues to increase at a rapid rate. Ac- 
cording to buyers along State Street, 
blue will run a close race with white 
for the remainder of the Spring, and 
many predict that it will continue on 
through the Summer months. A sur- 
vey of 10 of the largest department 
stores and exclusive shoe shops re- 
veals that an average of 30 to 35 per 
cent of all shoe sales at this time are 
blue, and sales run the range of all 
styles and models, from street oxfords 
to ultra smart formal and sandals. 

Joseph Thompson at MHanan’s is 
featuring this week in women’s shoes 
“the vogue for blue,” exemplified by 
two smart leaders at $8.75. One is a 
straight blue sandal with slender heel 
and plain tailored effect design. This 
number depends entirely upon the 
smart color and intricate cut-out de- 
sign on toe and vamp for its artistic 
appearance. 

Severe simplicity is the keynote. The 
other is a kid slipper with extended 
vamp, giving the effect of a high 
tongue. It is a bow tie. The vamp is 
decorated with perforated strips; 
stitched lines run from top of vamp 
around the instep. This number comes 
with high, slender heel. The keynote, 
as in the sandal, is of severe tailored 
simplicity. These models make the 
perfect match for the tailored suits so 
popular this Spring. 

The Davis Store is specializing in 
navy blue shoes to harmonize with the 
softer, more feminine clothes. A con- 
servative model in diamond cutouts, 
instep buckle and continental heel, and 
stitched lines across toe and vamp; and 
another in gunmetal and patent trim 
in five-eyelet tie, a true oxford effect 
with continental heel and Blucher 
style lead the parade for the Easter 
showing. The price is $7.50. 

The costume bootery of O’Connor & 
Goldberg at 23 Madison East are 
showing a sophisticated low heel blue 
T-strap, decorated profusely with per- 
forated lines on straps and vamp, 
along with long diagonal cutouts on sides 
of vamp at $12.50. Another .low-heeled 


number is a five-eyelet tie oxford with 
complicated perforated design and cut- 
outs adjoining center top of vamp, 
giving effect of strap from toe to top, 
to which the lacing is attached to 
prongs projecting from between four 
cutouts, creating a pleasant open effect 
in center of vamp. Priced at $13.50. 
In addition to blue, these numbers are 
being shown in brown, buff and black 
gazelle Spring suede. 

I. Miller keeps up the blue parade 
with the aécent on youth. The petite, 
saucy, short-toed sandals with broad 
straps and high, slender Chinese heels 
fairly sing with it. These sandals are 
T-strap with simple, light shade lines 
for decoration. The effect is a dainty 
morsel that would be out of place with 
anything less than the best of sheer 
silk hosiery. The Riviera is also offered 
in black and brown, but the navy blue 
gabardine is the sales leader. 

It remained for the Palmer Boot 
Shop to startle the street with a glam- 
orous sandal, a wide-open model with 
nothing much but a towering, slender 
heel, sole and_ slender’ supporting 
straps. Blue, red or black patent and 
blue or brown kid with white doeskin 
for trimmings, all at $6.90. 





DATES TO REMEMBER 
National Foot Health Week April 22-27 


Joint Styles Conference and Tanners 
Council Fall Opening, Waldorf-Astoria 
Hotel, New York April 29-30 


California Shoe Retailers’ Association 
Convention, Biltmore Hotel, Los An- 
June 10-11-12 


I'linois State Shoe Convention, Leland Ho- 
tel, Springfield, Ill June 16-17-18 


Ohio Retail Shoe Dealers Association 
Annual Convention, Carter Hotel, 
Cleveland, Ohio June 16-17-18 


Pacific Northwest Shoe Retailers Associa- 
tion Annual Convention, Multnomah 
Hotel, Portland, Oregon... .June 17-18-19 


Michigan Retail Shoe Dealers Association 
Convention, Detroit...Jan. 12-13-14, 1936 





Carl Heggen New President 
of Northwest Association 


John Anderson, of Carroll, Iowa, 
having found it necessary to resign 
from the presidency of the Northwest 
Shoe Retailers Regional Association, 
to which he was elected at the recent 
convention, Carl Heggen, of Des 
Moines, vice-president for Iowa, auto- 
matically becomes president. 

In turn, C. Harstad advances from 
director to vice-president, to succeed 
Mr. Heggen. Secretary H. S. MclIn- 
tyre, of Minneapolis, Minn., says the 
vacancy on the board will be filled by 
appointment. 


Frank Melville, Jr.'s Will 


RIVERHEAD, L., I.—The will of Frank 
Melville, Jr., founder of the Melville 
Shoe Corporation, has been probated 
by Surrogate Pelletreau, here. It dis- 
poses of an estate not yet officially ap- 
praised, but understood to be worth 
several million dollars. 

Mrs. Jennie F. Melville, widow, re- 
ceives the estate at Oldfield, L. L; 
200,000 common shares and all of the 
preferred stock of the Melville Cor- 
poration and the income from the re- 
siduary estate for life. 

On her death, Ward Melville, a son, 
is to receive the residuary estate after 
annuities of $5,000 each for life are 
paid to Mrs. Dorothy B. Melville, a 
daughter-in-law; and Margaret, Ruth, 
Frank B. and David Melville, her chil- 
dren. 

At present Ward Melville receives 
shares in the Frank Lee Corporation 
and the Suffolk Improvement Company, 
besides real estate in Suffolk County. 


Low Heels and Low Prices 


SAN ANTONIO, TEX.—The surprise of 
the year is the way in which the low 
priced evening slippers are selling. As 
a rule the sale of all grades of evening 
slippers stops with the Christmas holi- 
days, but this year they are selling 
strong, even during Lent. 

A few Saturdays ago one chain who 
features this type of merchandise at 
$1.95 sold several hundred pairs. Only 
the low flat heeled kinds are selling. It 
seems that all the high school and shop 
girls in town are buying these sandals, 
even if it means going without their 
lunches. Stocks sell out almost as fast 
as they are put on the shelves. 





The O'Donnell 


SAINT PAUL, 
NEW YORK, 531 MARBRIDGE BLDG. 
FACTORY AND WAREHOUSE, HUMBOLDT, TENN. 


‘BOO 


NE 


The making of fine riding boots 
is a work of art. That’s why 
only the finest artist craftsmen 
—most skilled shoemakers—are 
intrusted with the building of 
O’Donnell Aristocrats. That is 
also why Aristocrats cannot be 
excelled and are recognized as 
“the finest boots made.” 


Built by 
Experienced 
Boot Makers 


iene is ol new 
popular priced in- 
stock field boot No. 
853. Made in brown 
elk. It is one of 
the many new in- 
stock boots from our 
1935 line of Aristo- 
crats. 


Complete Instock Service 


There are Aristocrat Riding, Field, 
and Jodhpur Boots in stock for men, 
women, and children in a wide range 
of styles and prices. Write TODAY 
for our new Aristocrat Catalog show- 
ing our complete instock styles. Make 
more sales this year with America’s 
best known riding boots. 


Shoe Co. 


MINNESOTA 
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Marshall Field Demonstrates 
Juvenile Foot Care 


CHICAGO—Marshall Field & Company 
recently staged a successful demon- 
stration of Comfopedic footwear cover- 
ing a full week at the Loop store, three 
days at the Evanston store and three 
days at Oak Park store. Display ads 
were used freely in all of the Chicago 
daily papers. The event was further 
advertised on Marshall Field’s regular 
radio program every day for two 
weeks. Several thousand letters were 
sent direct to a select mailing list. 

The demonstration was dramatized 
by the showing of a special movie film 
three times daily, in the Little Theater, 
adjacent to the children’s shoe depart- 
ment. This film depicts the growth 
and development of children’s feet, 
also the cause and correction of chil- 
dren’s foot defects. Immediately pre- 
ceding the showing of the film, Frank 
R. Morris, of O’Donnell Shoe Company, 
gave a 10-minute talk on the “Care of 
Children’s Feet.” The showing of the 
movie film created some highly favor- 
able comment and it was viewed by 
several thousand people. 

During the demonstration in the 
several stores Mr. Morris was in the 
children’s shoe department every after- 
noon to meet customers who came in 
response to the advertising, and he ad- 
vised them on the proper fitting and 
correct type of shoe for the individual 
child. Approximately 300 pairs of 
children’s shoes were sold as a direct 
result of the demonstrations, advertis- 
ing, ete. 

C. E. Carroll, children’s shoe buyer 
at Field’s, supervised all of the dem- 
onstration details. 

Special meetings of the sales force 
were held on several nights for the 
purpose of training them how to render 
a more professional service to the trade 
and special lectures were given on 
anatomy of the foot. More than 50 
doctors were called on relative to Com- 
fopedic Shoes. 

The demonstration was brought to a 
close with a banquet at the Palmer 
House, which was attended by the en- 
tire sales force from Evanston, Oak 
Park and Loop stores. 


W. L. Vineyard Made Manager 


JACKSON, Miss.—Burns and Lacey, 
Inc., 218 West Capitol Street, fashion- 
able new store for men and boys in 
apparel and shoes, had its formal open- 
ing night of March 21, in an elegantly 
equipped and stocked store. Fixtures 
are by Westbrook Mfg. Co., Jackson. 

William L. Vineyard is manager 
of shoe department. For several years 
he was manager of the Thom McAnn 
Shoe Store here. James Burns and D. 
L. Lacey, heads of the firm, have for 
many years been associated with lead- 
ing Jackson stores, both for a num- 
ber of years being on the staff of 
Downing-Locke Co. 
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TRADE MARK REGISTERED 
@ 


VAN TAN 
INNERSOLES 


give the 


maximum of 
flexibility, 
resiliency 
and 


comfort 


VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


Frank C. Stetson 


Lynn, Mass.—F rank C. Stetson, who 
was vice-president of the Watson Shoe 
Co., when this firm was in Lynn, died 
at Sumner, Me., aged 61 years. 

He learned the shoe business in his 
father’s factory, and was with the 
Regal Shoe Co. and B. E. Cole Co., be- 
fore he joined the Watson Shoe Co. 

He held membership in several clubs 
and Masonic bodies. 


Ohio Leather Dividend 


GIRARD, OH1I0—With business “prac- 
tically the same” as last year, the board 
of directors of the Ohio Leather Com- 
pany here this week voted the regular 
quarterly dividend of $2 on the eight 
per cent preferred stock; $1.75 on the 
seven per cent preferred and 25 cents 
on the common stock. 

V. G. Lumbard, president of the com- 
pany, is absent on a vacation. Phillip 
H. Schaff, vice-president, presided. 


Economy Shoe Section 


New ORLEANS, La—The Marks 
Isaacs department store here has in- 
stalled a new shoe department on the 
ground floor of its Canal Street store. 
Styled the Economy Shoe Shop, the 
department specializes in $1.99 and 
$2.99 prices. A pair of hose was given 
to every customer on opening day, 
March 28, purchasing a pair of Econo- 
my Shop shoes. 
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New Channel Leaf Process 


BostoN—Hiram Gordon, for a num- 
ber of years general factory superin- 
tendent of the Walker T. Dickerson 
Company, has secured patents on a 
method of giving permanent adhesion 


HIRAM GORDON 


to the channel leaf on sewed shoes. It 
is claimed that this method eliminates 
the danger of loose channels which de- 
velop on sewed-sole shoes after they 
have been worn or subjected to climatic 
changes of heat and moisture. It has 
been in use for some time in the factory 
of Walker T. Dickerson and applied 
successfully in the manufacture of 
sewed welts. The method is under- 
stood to be adaptable for Lockstitch, 
McKay and other types of sewed shoes. 

A corporation has been formed to 
promote the use of this new method 
with Mr. Gordon, W. T. Dickerson and 
C. G. Shriner as directors. The new 
concern is to be known as the Gordon 
Process Company, and arrangements 
have been made with the Compo Shoe 
Machinery Corporation to supply them 
with the necessary machinery and 
equipment for use in this new method. 
A specially prepared cement is used 
and a conveyor-type of sole press which 
performs at least three operations 
simultaneously—channel laying, shank 
pressing and leveling. 


Opens Slipper Shop 


Los ANGELES. — Murray L. Green- 
wood, who for the past few years has 
operated shoe stores in Watts, Cal., 
and Los Angeles, has opened a new 
Slipper Shop at 4731 Whittier Blvd., 
featuring popular priced shoes. This 
store is equipped with modern fixtures 
and has 22 chairs. The windows are 
very attractive. Mr. Greenwood reports 
that business has been exceptionally 
good since they have opened this new 
store. This store operates under the 
name of Murray’s Bootery. 


Anti-Friction 
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Shoe 


THE "FLYING SCOT" 


A leading Dr. Davis model 
carried in stock both Black 
and Tan 


DI96 
Tan Calf 
Oxford 


DI94 
Black Calf 
Oxford 


Single Sole, Rubber Heel 


THIS MODERN SHOE 
With Its Impressive Sales History 


offers you a golden opportunity in a field that is broad, 
profitable and constant—building for you repeat busi- 
ness through style, comfort and quality. 


e 
TWENTY-EIGHT STYLES IN-STOCK 


for 
MEN and WOMEN 


enabling you with a small investment to cover the 
requirements of your trade—also giving you satisfac- 
tory mark-up and turnover—backed by cooperative 
advertising and dealer helps. 


To you, Mr. Progressive Dealer, we say, feature the 


GREATEST SHOE OF MODERN TIMES 
| e 


Write Us To-day for 
Special Agency Plan for Your Town 


FOR OVER 
55 YEARS 


BUILT-IN 
QUALITY 


‘THOMPSON BROS. SHOE (6 


FINE SHOEMAKERS = 


BROCKTON 
CAMPELLO, MASS. 





















































New York City 


In the very heart of 
Times Square — close 
to ‘‘Radie City.” 


24 floors . . 706 
charmingly furnished 
rooms (high above 
the street—your as- 
suranee of sound, un- 
disturbed sleep!) 


Daily rates begin at 
-50 -50 
a one —> two 


45th Street, Just West of Times Suni 


W. Stiles Koones, Mgr. 


¢ 
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Keep your Business 
Appointments and So- 
clal Engagements in 
the beautiful 


GEORGIAN ROOM 
DINE -DANCE to 
melodies by LARRI. 
Entertainment night- 
ly and Sat. Mat. 
Luncheon. 

For expertly prepared 
Cocktails — the inti- 
mate SILVER LIN- 
ING LOUNGE.... 











TWO-COLOR 


ADVERTISING HELPS FOR 


FOOT HEALTH WEEK 


POSTERS— 
FOLDERS— 


ADVERTISING MATS 


NEW YORK 
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In New ork 


2 FOR ROOM WITH BATH 


584 large, attractively furnished rooms, 
with private bath...from $2 single and 
$3 double, with running water...from 
$1.50 single and $2.50 double. Home of 
the new Garden Restaurant and the fa- 
mous Cafe Bar Martinique. Direction: 
American Hotels Corporation. J. Leslie 
Kincaid, President. George H. Wartman, 
Supervising Manager. 


ecient 


BROADWAY AT 32ND STREET 


See Page 75, March 30 Issue 
of the 
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One block from Pennsylvania 
R.R. Station and Empire State 
Building. 
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Thom McAn Managers Meet 


SyracusE, N. Y.—Ward Melville of 
New York City, president of the Melville 
Shoe Company, makers of Thom McAn 
shoes, in Syracuse to preside at a two- 
day meeting of eastern district store 
managers and salesmen of his company, 
cited an increase of 24 per cent in the 
sales of his company as an indication 
that business is improving in all parts 
of the United States. 

“We have a feeling that these are 
not abnormal times,” he said. ‘While 
most people are just sitting back wait- 
ing for developments, we are expand- 
ing by opening better than an average 
of one store a week. Last year we 
opened 57 stores. 

“In some places we are enlarging 
our stores. Here in Syracuse, for in- 
stance, we are now doubling the size 
of our store. In New York and Dallas 
we have recently opened the largest 
stores we have ever had.” 


New Des Moines Store 


Des MoINEs, IowA— Burt’s Shoe 
Store, operated by Edison Bros. Stores, 
Inc., of St. Louis, opened at 515 Wal- 
nut Street, Des Moines, April 6. Ernest 
Loveman, formerly of Indianapolis, is 
the manager. The new store has been 
under construction for the past two 
months and is elaborately arranged 
with a Verona marble front and Eng- 


lish walnut interior. Modernistic fur- 
nishings have been used throughout, 
with Spring colorings of green and 
rose tints utilized in floor coverings 
and upholsteries. Open display space 
for shoe stocks occupies three sides of 
the store interior, with the front de- 
voted to hosiery and bags. 

A second shoe store of the Edison 
Company is to open in another loca- 
tion on Eighth Street this month, under 
the name Baker’s Shoe Store, with 
Dave Pitel of Kansas City as manager. 


Maize Chamois Style Leader 


San ANTONIO, TEX.—Maize chamois 
buck with a touch of brown is the 
number one high style.seller in the 
shoe department of Wolff Marx finds 
J. W. Spencer, manager. This specta- 
tor sport step-in with buckle shoe is 
also developed in blue and white and 
brown and white and is showing good 
action in these combinations, too. 

Maize chamois is very good now be- 
fore Easter, but just how long it will 
last after then is problematical. Com- 
binations are very strong in the pre- 
Easter selling but are predicted to loose 
strength as the season progresses. Mr. 
Spencer believes that his sales will run 
as high as 50 per cent all white after 
Easter. He is finding that Blue is 
becoming to be considered as much a 
staple as Black in both combinations 
and solid colors. 


Basement or Balcony 


Des MoInes—Merits of a basement 
position as compared with a balcony 
space over first floor were proved by 
Penney’s shoe department here, and 
Glenn Barger, department head, is well 
pleased over the change. During th 
two months his department has been 
located in the business, his days have 
tripled in every instance, and March 2 
the time of a storewide sale, proved to 
be the biggest day for shoes since the 
store was started here. 

‘Many persons will go to a basement 
shoe department for their moderately 
priced shoes when they wouldn’t make 
the effort to go up for the same pur- 
pose. The laboring and farmer group 
naturally go to this spot first on their 
tour of a store, and persons of good 
income rarely turn up their nose at a 
basement location, if they feel they are 
getting a bargain. 

Staple shoes are being sold at this 
store, with only slight demand for 
blues and grays, these being devoted 
to lines at a higher price range, Mr. 
Barger believes. Some demand has al- 
ready been noticed for white shoes, and 
they are sold on request, but no dis- 
plays will be made until the date set 
for the unified promotion of whites by 
Des Moines stores on April 15. 
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Pentler Resumes 
Pied Piper Presidency 


Wausau, Wis.—S. J. Pentler, who 
founded the Marathon Shoe Company 
and directed its progress for more 
than 20 years, has again taken active 
charge of the Pied Piper shoe business 
in the capacity of president of the 
Pied Piper Shoe Co. 

W. W. Kiss has resumed his former 
position as sales manager for this well 
known line of juvenile health shoes. 
The capital structure of the company 
is being increased to facillitate the 
carrying of an enlarged and complete 
stock, and Mr. Pentler personally as- 
sures the trade that it will be the com- 
pany’s policy rigidly to maintain all 
of the old Pied Piper standards of 
quality, exclusive selling features, 
prompt service and liberal cooperation 
with dealers. 

These plans and policies have been 
announced to the trade in a letter sent 
by President Pentler to the firm’s cus- 
tomers, and he has received in reply 
many gratifying expressions of confi- 
dence and good will. 


Edward P. Woods Recovering 


HARTFORD, CONN.—Edward P. 
Woods, head of Woods Foot Health 
Headquarters, Inc., 42 Church Street, 
and a veteran Hartford shoe merchant, 
has been ill for more than a month, but 
at latest reports was recovering and 
was expected to be back in the store 
late in April. 

The store which features Physical 
Culture and Ground Gripper shoes, has 
recently added the Cantilever line, 
which is also carried by the Cantilever 
Shoe Store at 289 Trumbull Street. 

Before establishing the present firm 
about a year ago, Mr. Woods was mana- 
ger of the Orthopedic Shoe Stores, Inc., 
at the Church Street address, for 
several years and prior to that was 
connected for 14 years with the shoe 
department of Albert Steiger, Inc., 
Hartford department store. 


White Shoes in Kansas City 


Kansas City, Mo.— Rothschild’s 
have been selling white shoes in good 
volume. College boys have stocked up 
with white buck and calfskins and are 
wearing these now, although the 
weather man is still predicting snow. 
Students at Kansas University, Mis- 
souri University and, in fact, all of 
the colleges around here are appearing 
in white shoes. 

Within the next week Kansas stu- 
dents will have their Spring formal, 
which marks the donning of Spring 
attire, and from that time on there 
will be no Winter clothes or shoes, 
freezing though the weather may be. 
By that time, however, Spring will be 
well on the way if not already here, 
and the boys will be buying their black 
and white sports shoes for Summer 
before so very long. 


Juen 
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‘4 out of 5 women who 
enter your store are tortured 
‘by metatarsal callous pains. 
That means 80% of your cus- 
tomersare potential buyers of 


Build extra sales, extra prof- 
its, quicker sales, minimize 
returns and complaints on 
shoes that cannot be fitted 
properly without Trimfoot. 
Trimfoot provides a maxi- 
mum of foot comfort instantly. 





WIZARD COMPANY 


Canadian Distributors: Canadian Specialties, Ltd., 49 Sanford Ave. S., Hamilton, Ont. 


BURNING CALLOUSES 


into 


PROFITS 


Made from the finest 
quality full grain, 
gray finish cowhide. 
Easily applied 
in a few seconds. 
Sticks in position as 
long as the shoe lasts. 
List Price, 

$6.00 Dozen Pairs 
Retail Price $1.00 Pair 


SALES TIP: 
When no shoe in stock 
seems to fit... just T. O- 
TO TRIMFOOT and 

save the sale! 

® 
Order a few trial pairs now! 
Write today for FREE Booklet, 
“Here's How”. 


@ 5ST. LOUIS, MISSOURI 
WALSALL, ENGLAND 
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THE RISING FASHION: 


is reflected in the modish 


7-eyelet oxford. 


Shoes of this design require 
eyelets .. . They may be the 
“INVISIBLE” or the modern 
roll setting “INVINCIBLE” 
(visible) type. In either case 
they are smooth fitting and 








there is no roughness on the 
inside of the shoe. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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Trade 
Literature 


Store Modernization 


“How Modern Store Fronts Work 
Profit Magic” is the title of an inter- 


esting and valuable pamphlet on the =f 
subject of bringing outmoded stores up = / are assured to your customer when you fit him 


to date, which has recently been pub- | with a pair of Doctor Shoes. For the weak foot, 
pe by we es ee or the foot that is hard to fit, or the foot that 

Se eee requires corrective and preventative measures, 
there is in this Doctor Shoe structural features 
sure to build repeat business for the merchant 
who is concerned with the Foot Health of his 
patrons. 





Colorful merchandising helps are 
supplied for making an effective 
window display. 

Our Spring Catalog shows a com- 
plete style program in men’s shoes 
to retail from $4 to $8.50. Write 
for your copy. 


TO RETAIL AT $8.00 TO $8.50 
In-Stock, R1023, Black Kid 


trations, this contribution to the sub- a" R1025, Brown Kid 
ject of store improvement is really a AAA-EE 5-15 
ease study showing actual results 


achieved through the medium of pic- SMART SPORT NUMBERS ALSO 


tures taken before and after. In addi- 
tion it contains many practical ideas of 
value to the merchant who is contem- 
plating modernization of his store. 





New Brown Catalog 


The Brown Shoe Company, of St. 
Louis, has recently issued a catalog 
that is noteworthy for the comprehen- 
sive way in which it presents the 
Spring and Summer lines of this enter- 
prising house. Shoes for men, women, 
boys and girls are illustrated and de- 
scribed in a book of a hundred pages, 
printed in colors on heavy coated stock. 
In addition to the style lines, a section 
is devoted to men’s service and work 
shoes, in which there is a growing in- 
terest, due to extensive plans under 
way in all sections of the country for 
public works and increased employment. 




















Harry Resnick Opens Store 


Detro1T—Harry Resnick has opened 
the Uptown Boot Shop at 16521 Wood- 
ward Avenue, in Highland Park, north 
end suburb. The store is carrying a 


general line of shoes. Green trim is 

being used for the fixtures. An un- 

asual effect is given to the store by 

cross-barred panes of glass at the rear ; 


of the front room, with one side lead- 
ing to the office and the other side to 
the stock room. An effect of typical SHOE MAN UF ACTURING COMPANY 


European style shops is gained. " “ > 

Resnick is a well-known Detroit shoe Cis, ys je vt — 
man, for eight years with the Rosen- * 
berg Florsheim Store at Harper and 
Van Dyke Avenues, where he was gen- 
eral manager. 
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Women's Shoes 


7" 


KUSH-IN-EZE v 
FOOTWEAR Rg 








HAND TURNED 
in STOCK 
No. 202 Black 
Kid $2.00 


VAUGHAN-TOWLE CO. V 
WAKEFIELD, MASS. 
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Shoe Shrinker 


8 6 8 os Ee 


Oe 
The Original 
SHOE SHRINKER 
The Shoe Doctor 


Pat. No. 1990142 
with 


Prepared Fluid 
Shrinks Leather or Fabric 
hoes erfectly. Makes 
Sales. Stops Refunds. 
Makes a Perfect Fit to 
Shoes That Slip at the 
Heels or Gap at Sides. 
Simple and Easy to Oper- 





$15.00 
Guaranteed One Year ate. 
Write for More Information. 


E. C. SMELTZER CO. 
121 E. Gist St., Indianapolis, Ind. 
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Shoe Trees 
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QUICK PROFIT ITEM - 50: 


SIMPLEX SHOE TREES 


SELF ADJUSTING 
A Gentle Squeeze 


Inserts or Removes 
WRITE on 
UNIQUE 


AIL 


on. 


ae on ni est 
















William A. E. Ellsmere 


BELLE Harsor, L. I.—William A. E. 
Ellsmere, 71, who for several years op- 
erated several shoe stores in the Long 
Island territory, passed away at his 
home, in Belle Harbor, L. I. He has 
been troubled with illness for a long 


while. The Ellsmere stores were lo- 
cated in Freeport, Hempstead and 
Long Beach. After retiring from 


business he sold the stores to indi- 
viduals. 
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A New Shop in Shoe Center 








New York—The new Treadeasy shoe store at 24 West 39th Street, New York, 

formally opened April Ist, is one of the most beautiful and business-like stores on 

39th Street, near Fifth Avenue, which has long been known as a retail shoe center, 

especially devoted to special feature footwear. This store is the result of good busi- 

ness enjoyed by the Treadeasy shoe store formerly located at 39 West 39th Street. 
|. Arnstein is the manager. 





"Street Singer" to Continue 

Cuicaco—Arthur Tracy, the well- 
known “Street Singer,” featured in the 
Dr. Scholl radio program, has renewed 
his contract with the Scholl Company 
and wiil continue to be heard over 
WOR, New York, and the stations of 
the Mutual network each Tuesday and 
Thursday evening at 7.30, Eastern 
Standard Time, until July 1. In addi- 
tion to WOR, the stations to be used 
will include WLW, Cincinnati; WGN, 
Chicago; WXYZ, Detroit, and WAAB, 
Boston. 

At the conclusion of the Dr. Scholl 
series, the “Street Singer” is booked 
to go to England to keep a stage and 
motion picture engagement. 





Arrick Opens Store 


NEW HAVEN, CoNN.—Harry Arrick, 
veteran New Haven shoe man who for 
20 years has been connected with the 
Walk-Over Shoe Shop, 930 Chapel 
Street has left that concern to open his 
own leased shoe department in the 
men’s clothing store of the C. E. Long- 
ley Co., 95 Church Street. 

Mr. Arrick is carrying lines of men’s 
and boys’ shoes made by the Freeman 
Mfg. Co., of Beloit, Wis., and will also 
specialize in orthopedic avork. He is 
a graduate of the New York School of 
Orthopedics and has always been in- 
terested in foot health work. In re- 
cent years he has served as assistant 
manager of the Walk-Over shop, which 
is owned by Sydney Stokes. Formal 
opening of Mr. Arrick’s department in 
the Longley store took place April 5. 
He plans to carry Scholl appliances. 


Newspaper for Beck Employees 

New York—The A. S. Beck Spot- 
light is the title of a new and newsy 
little publication which is being issued 
twice a month by and for the employ- 
ees of the A. S. Beck Shoe Corporation. 
It contains news of the organization 
and its personnel, reports on athletic 
and other activities, humor, comment, 
cartoons and illustrations. S. W. Stein- 
berg is the editor. The first two issues 
have been very favorably received and 
the new publication has a promising 
future. 


Auto Offered as Prize 


PROVIDENCE, R. I.—In a tie-up with a 
local automobile dealer, John the Shoe- 
man, Inc., large retail shoe store, is 
staging a contest in which a 1935 
Chevrolet will be given to the person 
writing the best statement on either 
of the following subjects: “Why I pre- 
fer to trade at John the Shoeman” or 
“Why I would buy my Chevrolet from 
the Bennett Chevrolet Co.” 

Statements must be written in 25 
words or less on an official entry blank 
to be had by purchasing footwear at 
John the Shoeman. Statements can 
not be mailed, but must be placed in 
the Contest Box at the store. 

In addition to the motor car, 20 ad- 
ditional prizes will go to writers of the 
next best letters. 

This contest is featured in news- 
paper and radio advertising and by gala 
store posters. It makes use of a simi- 
lar contest staged by the firm about a 
year ago when the tie-up was made 
with a local electric refrigerator dealer. 
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PEDS—xew COMPANION 


ITEM FOR SUMMER SHOES 
Bring Stores Big Extra Profit! 


Sell on Sight to 
“Bareleg” Fans! 
Save Hosiery... 


End Darning! 


13, 


as shoes slip on easily over Peds no matter how hot 
the weather. Cash in on PEAK PERIOD just 
ahead! Remember, Peds volume has more than 
doubled each year. Place your order now—get extra, 
profit-building PEDS sales this season. 


Suntan or white. Sizes 8 to 10%. Mer- 
cerized Lisle, 20c; Super-Lisle, 30c; Pure 
Silk, 40c; Wool, 50c 


RICHARD PAUL, INC., Manufacturer 
Cooper Building, Los Angeles, Cal. 
130 W. 42nd St., Suite 809, New York, N. Y. 


162 N. State St. 31 N. 13th St. 
Chicago, II. Harrisburg, Pa. 


UST put Peds on your counter and 

watch the extra sales roll in! They'll 
“sell themselves” to all your customers! 
Because surveys show that 7 out of 10 
women go stockingless at home in sum- 
mer—and others abandon hose for street 
wear, sports, dancing! And Peds—the 
“shoe-hi” stocking savers are just what 
these women want—to wear inside shoes 
and protect feet from hot, sticky shoe 
leather! To make shoes fit more com- 
fortably! 


When wearing stockings Peds, slipped on over or 
under hose, save wear on stocking feet! End dreary 
darning! No wonder women everywhere are enthusi- 
astically buying Peds. And national advertising 
campaign, now in swing, is bringing more Peds cus- 
tomers to stores that stock this rapid-turnover item. 
Suggest Peds when fitting shoes—make sales faster 


SMOOTH FITTING --~ 
ELASTIC EOGE LO 


\ a 





Regal Store Changes 


Detroit—Regal Shoe Company has 
made two major changes in Detroit 
stores. The downtown store at 1522 
Woodward Avenue, directly in charge 
of C. L. Mosier, district supervisor, 
was reopened last Tuesday with a new 
policy and new front. The store is 
handling women’ shoes again after a 
lapse of almost three years. The new 
department was opened without adver- 
tising—and business has been up to a 
fair average ever since, due solely to 
the attention excited by the new store 
front, 

A box type window has been in- 
stalled, in a horseshoe style—two win- 
dows of this type creating a central 
entrance vestibule, instead of the 
single long window with a side entrance 
formerly used. An overhead sign, with 
green background, six feet high, with 
indirect lighting, with the store name 
in brass letters two feet high, is used 
to great effectiveness. 

A brass base and upright are used 
for the windows, giving an appearance 
of fine finish. The trade mark with 
the spurred boot is used to effect on 
mirrors placed on the pilaster at either 
corner of the front, and in the flooring 
of the exterior vestibule, which is 
about ten feet deep. This is floored 
with six color terrazzo, a new develop- 
ment for the company. The entire 
store is considered a new type for 


the Regal Company, and is a com- 
promise between extreme modernism 
in style and the conventional type. 

The store will be deepened twenty 
feet, with new type of fixtures to be 
installed. This will be done in a few 
weeks. 

Despite the lack of advertising, cus- 
tomers were waiting for seats several 
times Saturday. 

The Regal Company has also opened 
a new shoe store on Grand River 
Avenue, designed on the same general 
modernistic type. This store, in the 
Grand River-Joy Road shopping center, 
is an exclusive men’s store. The front 
was installed at a cost of about $1,000 
for alterations before opening. J. J. 
Salamon, former manager of the up- 
town store at 2321 Woodward Avenue, 
has been appointed manager. J. C. 
Lawrence, former assistant to Mosier 
in the downtown store, has been pro- 
moted to Salamon’s former post. 


Harry Goldman Incorporates 


WALLINFORD, CONN.—Harry Gold- 
man, Center Street clothier and shoe 
merchant, has incorporated his busi- 
ness as the Harry Goldman Store, Inc., 
with authorized capital of $25,000, of 
which $1,500 is paid in. Harry Gold- 
man is president and treasurer and 
David Goldman is secretary. 


J. A. Lawrence 


ASHEVILLE, N. C.—The many friends 
of J. A. Lawrence, who traveled the 
Asheville, N. C., territory selling Endi- 
cott Johnson shoes, will be grieved to 
hear of his death which occurred on 
March 28, following an operation for 
appendicitis on March 16. 


Opens Family Shoe Store 

JERSEY City, N. J.—George Ott, for 
25 years with the Coward Shoe Co. of 
New York, and who was associated in 
the retail shoe business with his father, 
the late Nicholas Ott, has opened the 
Family Shoe Store at 453 West Side 
Avenue. 


Experimenting on 
Colored Sheepskin 


Boston, MAss.—Title to a substan- 
tial portion of the mill property, etc., 
of the Ipswich Mills has today been 
acquired on behalf of the Tanning 
Process Company from E. Benjamin 
Currier. 

The Tanning Process Company is a 
subsidiary of the United Shoe Ma- 
chinery Corporation, and is expecting 
to occupy shortly a portion of the prop- 
erty conveyed for the purpose of en- 
larging the experimental work which 
has been carried on by it in colored 
sheepskins. 
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MRS. DAY’S IDEAL BABY SHOES 
p Infants’ Soft Soles ..0-3 
Intermadiates owes 8 
Flexia3ie Hard Soles 2-6 
Send for 'n-Stock 
Vatalog 
MRS. SATS ORAL BABY 


Locust St. 





Danvers, Mass. 











IN STOCK 
TURN SOLE STRAPS 
PATENT LEATHER— 

$1.35 
1.60 


NAHM BRO, SHOE MFG. CO. 
Swanson and Ritner Sts. 
Philadeiphia, Pa. 


Men's Shoes 


Po Pr er Oe 


RADE ONLY” 
EAST WEYMOUTH. MASS. U.S.A. 


“HIGHEST C 














Illinois Travelers Make 
Convention Plans 


SPRINGFIELD, ILL.—At a meeting of 
the Illinois Shoe Travelers, held at the 
Leland Hotel in Springfield on Friday, 
March 1, it was definitely decided to 
hold a convention of the Illinois Shoe 
Travelers on June 16, 17 and 18 in 
Springfield, when the travelers will be 
the hosts to the Illinois shoe retailers. 
Plans are to give a dinner and enter- 
tainment on Sunday evening and a 
Monday noon luncheon to the retailers. 

The Springfield committee consists of 
Carl Kramp, chairman; W. J. Fogerty, 
Art Luers, John Priliman, W. A. 
Ackerman, Fred Knapp, Harry Argus, 
Frank Siebert. 

Shoe Travelers committee includes 
Ed Grierson, chairman; O. B. Boyd, 
Martin Scherff, C. A. Swanagan, Art 
Wiedman, Rolland Lips, C. A. Palmer, 
J. J. McCarthy. 
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Leather Opening to Top Records 


New YorkK—The Ball Room of the 
Waldorf-Astoria will be taxed to its 
utmost capacity to accommodate the 
Official Opening of American Leathers 
on April 29 and 30 next. Sixty-two 
participating tanners have taken all 
available space, and in doing so have 
set a record for numbers. 

It is interesting to note that when 
these displays were inaugurated in 
April, 1928, only 27 tanners partici- 
pated. With one exception, all of the 
original exhibitors who are still in 
business have participated continu- 
ously in the 14 displays which have 
been held. The exhibit committee of 
the Tanners’ Council feels that these 
simple, business-like presentations of 
leathers for the ensuing season have 
met with the approval of leading shoe 
manufacturers and retailers and have 
become a definite part of the promo- 
tional program of practically all upper 
leather tanners of the country. 


The following additional tanners 


have reserved space since the last an- 
nouncement: Kossbeck Leather Com- 
pany, Lord Tanning Company, Mon- 
arch Leather Company, Verza Tanning 
Company. 

The exhibit committee of the Tan- 
ners’ Council consists of the follow- 
ing: James J. Lyons, Surpass Leather 
Co., chairman; James T. McCauley, 
Allied Kid Co.; George H. Mealley, the 
Ohio Leather Co.; Robert J. Mellin, 
A. C. Lawrence Leather Co.; Frank 
H. Miller, G. Levor & Co., Inc.; Louis 
J. Robertson, Bayer-Robertson Leather 
Corp. 

Shoe manufacturers, retailers, tan- 
ners and others who will visit the 
Leather Opening and Style Conference 
may secure special railroad rates of a 
fare and one-third for the round-trip 
under the Certificate Plan. Full de- 
tails may be secured from the Tanners’ 
Council of America, 100 Gold Street, 
New York. 





W. L. Douglas Contest Attracts 
Nation-Wide Interest 


Brockton, Mass. — Extraordinary 
and nation-wide interest is already 
being shown in the contest being staged 
by the W. L. Douglas Shoe Company, 
in which prizes totaling $7,000 in cash 
will be distributed. So great has. been 
the demand for entry blanks, accord- 
ing to Paul C. Wolfer, vice-president 
and general manager, that 300,000 ad- 
ditional blanks have been distributed 
nationally to Douglas stores and re- 
tailers handling this well-known line. 
The contest involves writing a state- 
ment of 100 words or less on the sub- 
ject “Why I think Douglas all-leather 
construction is best.” A total of 745 
cash and merchandise prizes will be 
awarded to customers. Of this total 
685 prizes will consist of one pair of 
Douglas men’s shoes. 

The first prize for customers will be 
three pairs of shoes each year for life 
and $1,000 in cash. Second prize will 
consist of one pair of shoes each year 
for life, and $250 in cash. Third prize 
will be one pair of shoes each year for 
ten years and $150 in cash. There are 
60 additional cash prizes ranging from 
$5 to $200 and these have been set 
aside for Douglas dealers and stores 
who supply contest blanks to the cus- 
tomers winning the first 60 prizes. 

The contest has been designed to 
bring the entrant into contact with the 
dealer at once. The official contract 
blank must be obtained from a Douglas 
dealer or retail store. It contains a 
brief history of leather and shoes. 


Melville Shoe Meeting 


New YorK—The Melville Shoe Cor- 
poration of New York will hold a two- 
day meeting at the Commander Hotel, 
Cambridge, Mass., on April 2 and 3. 


lowa Considers Chain Tax 


Des MOINES, Iowa—Regulation of 
chain store activities through taxation 
is being considered by the Iowa Legis- 
lature. The Burlington - Harrington 
chain store tax bill has been the sub- 
ject of two hearings and is now in the 
hands of the house ways and means 
committee. The chief amendment to the 
original tax bill changes the method 
from a percentage tax on the gross 
sale of the chain to a flat rate occupa- 
tional tax on the total amount of busi- 
ness done. The new tax would start 
with $125 on gross receipts not in ex- 
cess of $50,000 and graduate up to 
$950,000 on gross receipts in excess 
of $10,000,000. 

The progress of the bill is being 
watched both by independent mer- 
chants throughout the State who have 
held several mass meetings to urge its 
passage, and by chain store represen- 
tatives who declare the bill would force 
them out of business. Several national 
shoe chains have opened stores here. 


Takes on New Duties 


Houston, TexasS—In addition to his 
regular duties of advertising and 
store personnel manager, Michael Mur- 
phy is now merchandising the hosiery, 
hand bags, gloves and lingerie depart- 
ments in the Krupp & Tuffly shoe store. 


"She" Shoes 


Lynn, Mass.—New Fall samples, the 
first of which have appeared in the fac- 
tories, are of the “she” shoe sort, or 
distinctively feminine, with plaits, 
pinkings, bows, even ruffle trims of the 
dressmaking class. 
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Busy 
Executives 
Agreeon 
The 
COMMODORE 








New York’s finest combination 
of convenience, time-saving effi- 


ciency, comfort and economy 


In the heart of the city’s greatest 
business zone. Express subway 
from lower lobby to all other 


districts 


2000 quiet, restful, outside rooms 


—all with bath—-from $3 


RIGHT AT GRAND CENTRAL 


NEW YORK CITY 
All| FRANK J. CROHAN, President 
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You Repeat Your Profits with 
“America’s Finest Comfort Shoes’’ 








RIGHT AND LEFT 


PATTERNS TO ASSURE 
| SNUG-FIT AT ANKLE 


SPECIAL CONSTRUCTED 
GENUINE PIG LEATHER 
COUNTER 


EXTRA FINE QUALITY 
PIG LEATHER INSOLE 














CELASTIC TOE BOX 
FOUND ONLY 

















SCIENTIFIC SEWED 
HEEL SEAT 








VENTILATED NEW SPRING 

GIVE AND ELASTICITY 

CONSTANT FREE 
CIRCULATION TO EVERY STEP 


100% NAIL-LESS HEEL 
SEAT, NO NAILS TO 


VENTILATION PUNCTURE FOOT 





























The RIGHT FEATURE shoe which has undergone the acid test of 
several years manufacture will produce REPEAT PROFITS for you. 
Nu-Matics with their patented, scientific, "cushion" and "nail-less" 
features are virtually non-competitive. Send for our Catalog of 
Men's and Women's Shoes. 


nae eee ROHN SHOE MFG. CO. 
512 W. Florida St., Milwaukee, Wis. 


Kohn Wn Malic 


CUSHIONED SHOES 





Choose the 


if you want the greatest hotel value in Atlantic City. 
Situated directly on the boardwalk—with spacious 
ocean-view bedrooms, wide verandahs overlooking 
the sea, and a beautiful dining-room at the ocean's 
edge. The Chelsea offers complete satisfaction at 
unmatched value, serving ‘“‘a bountiful table of 
excellently prepared food.’’ Choose the Chelsea 
—where you get the most for your money, among 
a discriminating clientele. 


hotel Chelsea 


BOARDWALK at MORRIS AVENUE 
ATLANTIC CITY OPEN ALL YEAR 
JOEL, HILLMAN JULIAN A. HILLMAN J. CHRISTIAN MYERS 
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Men's and Women's 
Slippers 


Ot 


EVANS’ SLIPPERS 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
77 Styles in Stock 


Send for Catalog 


No. 1435R | 
Tan Kid. 
Hand Turned. 
6-13. C. D.-EE 
$2.40 


A 


i a hi i eal 
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L. B. EVANS’ SON CO. 
Wakefield, Mass. 


Hosiery Protectors 


ein 





are SEAMLESS 
and SMOOTH 
There are no_back- 
seams on WALK- 
EZE’S to irritate 
the heel. That is 
why they are the 
outstanding leaders 
in the field. 
ORDER FROM 
YOUR JOBBER 
Manufactured by 
Onondaga Hide & Leather Co., Syracuse,N. Y. 

















George Mclntire Joins 
Blackmer Sales Staff 


Boston—George A. McIntire, presi- 
dent of the Boston Shoe Travelers’ As- 
sociation, and active, as well, in affairs 
of the National Shoe Travelers’ Asso- 
ciation, has joined the sales staff of 
the Frank Blackmer Company of this 
city. Mr. McIntire, who has sold shoes 
throughout New England for many 
years, will cover the same territory 
with the Blackmer Company’s lines of 
shoe store supplies and novelties. In 
addition to his work for the associa- 
tions of traveling salesmen, Mr. Mc- 
Intire has taken a prominent part in 
the annual Boston Shoe Fair for a 
number of years, having been identified 
with the hospitality features. 
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On the Selling End 


News of the Travelers 
and Sales Activities 


Irving Levine Finds 
All-Whites Very Popular 


New York—Irving N. Levine, who 
since last October has been represent- 
ing the Bates Shoe Co., of Webster, 
Mass., in and about the metropolitan 
New York area, finds a very decided 


IRVING N. LEVINE 


demand from his customers for all- 
over white men’s shoes this season, in- 
dicating that the popularity of all 
whites at Southern resorts and in 
Texas and California will be duplicated 
this Summer in the North. P 

Jack buck and Nubuck are the most 
popular materials for these all-white 
men’s shoes, according to Mr. Levine’s 
experience. Combinations of white 
with black or brown are “just fair” in 
this territory, but the Cuban type sport 
shoe is a strong seller. In black and 
brown oxfords the present trend is 
toward the custom toe. 

Mr. Levine, whose home is at 34 
Fountain Place, New Rochelle, N. Y., 
covers all of Greater New York, Long 
Island, Westchester County and parts 
of New Jersey. 





FALL STYLES CONFERENCE 
And LEATHER SHOWING 
Waldorf-Astoria, New York, April 29-30 





New E-J Salesman 

JOHNSON City, N. Y.—A. A. Kitz- 
man will represent Endicott Johnson 
in the northern part of Wisconsin and 
the northern peninsula of Michigan. 
He formerly traveled the Wisconsin 
territory for Endicott Johnson and is 
well known to the trade. 


lowa Travelers Launch 


Member Drive 


Des Moines, Iowa—At a special 
meeting, O. R. Blechinger, president 
of the Iowa Shoe Travelers’ As- 
sociation, appointed the committees as 
follows: Auditing; Carl P. Ortlund, 
chairman; A. C. Robertson. Constitu- 
tion and By-Laws; Frank Gardner, 
chairman; F. B. Crowley. Employ- 
ment; O. R. Blechinger, chairman; C. 
P. Ortlund. Grievance; J. C. Clark, 
chairman; B. R. Boyle. Hotels; A. M. 
McKay, chairman; Ward B. Parker. 
Insurance Board; A. C. Robertson, 
chairman; Frank L. McKee. Member- 
ship; Frank Reavis, chairman; A. C. 
Anderson; W. E. Erickson; Ira Hall; 
F. D. McKee; Ward B. Parker; Al 
Saam; Perrie J. Smith; H. D. Stan- 
ford; W. H. Wiese. Publicity J. E. 
Wm. Prescott, chairman; C. A. Clark. 
Railroads; Joe Wheeler, chairman; 
John B. Copeland. Resolution; F. W. 
Samson, Chairman; J. E. Wheeler. 
Welfare; Con Quinn, chairman; H. N. 
Dilly. 

He has also staged a membership 
drive for the silver anniversary of the 
National Shoe Travelers’ Association, 
calling it the Loyalty Drive. 


Honor Deceased Member 


Los ANGELES—At a meeting of the 
Shoe Travelers Association of Los 
Angeles, resolutions were adopted com- 
memorating the life and service of 
Gerald Gunnerson, who died recently, 
and who was a faithful and zealous 
member of the association. 


Selling Colored Alligators 


DALLAS, TEx.—A novelty which de- 
veloped unexpected strength in the Nei- 
man-Marcus store, reports Burt East- 
man, is the colored alligator sandal. 
These shoes come in red, blue and green 
alligator and have linen vamps and 
quarters, being made flat heeled for ac- 
tive sports. Action started on them 
early in February, with no indication 
of a falling off at this time, even al- 
though they are priced at $10.50. 
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DUPONT PONTAN 
QUARTER-LINING 


DUPONT FAIRFIELD 
SOCK-LINING 


DUPONT WHITE 
MIDSOLE MATERIAL 











id g grain, a pieced finishes ¢ add 
ance of the inside of the shoe. 
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Riding Boots 





LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 
Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 
Complete Catalog 
R-7 on Request 


COLT 
CROMWELL CO. 

1239 Broadway 

New York City 














JUSTIN BOOTS 


A was... _ oy mor STYLES IN 
MADE 


STOCK AND { 


Riding, Cowboy and and Lace Boots y 
H, iJ JUSTIN SONS ine. 








RIDING 
BOOTS 


IN-STOCK 


For Men, Women and 
Children —also 
Jodhpurs and Field 
Boots 








J. M. CONNELL 
SHOE CO. 


80. BRAINTREE 


MASS. Write for Catalog 








Adds Men's Shoes 


CANTON, OH1I0O—The C. N. Vicary 
Company, one of the oldest men’s stores 
here, has opened a new men’s and boys’ 
footwear department in redecorated 
quarters on the first floor of the store. 
Amos Hensley, formerly associated with 
the B. R. Baker Company of Cleve- 
land, has been named manager of the 
new department. He has had sixteen 
years experience in selling footwear. 
The Vicary store in almost 40 years 
existence had never before merchan- 
dised footwear. 
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A Forum on Flats 


[CONTINUED FROM PAGE 26] 


sandal (see sketch) the sensational suc- 
cess of ’21 when, as every shoe man 
knows, there was a big vogue for low- 
heeled shoes. And watch what hap- 
pens to the Sally sandal of 1935! But 
Mr. Callahan does not believe that low 
heels are coming to stay.. He sees 
them coming in from time to time— 
as a flash, as a fad, and dropping out 
of the picture as fast as they came. 
Since high heels are the most flatter- 
ing women will always like them best 
for that reason. Women dress to 
please men and men like high heels. 
(How about short hair, Mr. Callahan?) 


* * # 


Manager Reilly of Walk-Over Fifth 
Avenue contributes another slant. He 
is doing well with sandal and Peasant 
flats right now. He sees Peasant types 
continuing for Fall, though he sees the 
flat sandal doing by far its biggest 
business in the Summertime. Speak- 
ing of flats in general, he says: 

“It’s good for us—something dif- 
ferent like this. It breaks that dreary 
monotony of shoe selling we have had 
in the past few years. It attracts at- 
tention. Even if you don’t do much 
volume in an extreme shoe like this, 
it pays for itself in the interest it 
creates. And it helps register the idea 
that one shoe won’t do for everything— 
that there are different types of shoes, 
just as there are different kinds of 
clothes. That’s my angle as a retailer 
on Fifth Avenue. But speaking for 
Walk-Over in general throughout the 
country, it’s the ‘compromise’ heel, 
higher than the flat, 13/8-15/8, that is 
selling and will sell. The middle 
ground is the safe ground.” 


* * &* 


And now let’s consider the A. S. 
Beck chain of stores selling $3.98 shoes. 
They are fast style operators. And 
are they selling flats? They are—for 
Summer and for evening. Here is a 
significant fact. They have always 
thought of their heeled shoes as “style” 
shoes and their welts as staples. But 
next Fall, their low-heeled shoes are 
going to be “style” shoes too. They are 
working on a welt line now that will 
be a very different story from the regu- 
lar run of “campus” types. There will 
be “fast” numbers in low-heeled types. 


* *” * 


So here are five representative 
opinions. And now we give you a 
consensus, based on these and many 
other, similar interviews: 

The flat (meaning both welt and 
turn types in 10/8 and under) is a 
fashion for fast style operators, who 
do a novelty business. (And this type 
of business, usually, is done in the 
highest priced, and the cheapest priced 
shoes.) 

The effect of the flat excitement on 
conservative stores of all grades, and 


particularly on the medium priced 
market, is the lowered heel. We will 
see a steadily growing demand for 
13/8 to 15/8 heels for street, afternoon 
and evening. This is the happy 
medium, the compromise of the moment 
and an enormously important develop- 
ment. 

Stores who promote flats expect to do 
the best business on this shoe in the 
Summer-time, because it is best adapted 
to the clothes and the activities of this 
season. 

In the Fall there will be, however, 
aggressive promotion of the idea among 
the high style retailers in both 
“English” and “Peasant” types to wear 
with Fall tweeds. A shorter, fuller, 
younger silhouette in the new clothes 
gives the style background. 

The flat as a fashion proposition is 
most readily accepted by the young 
girl. But its comfort features have 
a natural appeal to the older woman. 
The more conservative styles in low 
heels are bound to be increasingly suc- 
cessful with this market. 

There is Jess enthusiasm for the flat 
in evening slippers, generally speaking, 
than for any other form of this fashion. 
High style houses will feature flats as 
the logical complement to the new 
Hindu and Greek draperies. But these 
clothes are extremely high fashion; 
they are not “young” fashions and 
their significance is, therefore, ex- 
tremely limited. The newest and most 
exotic expression of this Eastern and 
Greek influence is the entirely heelless 
sandal, a highlight for the very few. 

And in conclusion, the rise of the 
low heel is not, we believe, a flash in 
the pan. It’s a revolution of the mo- 
ment, breaking out in spots. But it’s 
an evolution for the future that will 
make fundamental changes in the shoe 
business. It means new lasts, entirely 
different lasts, and for that reason 
alone it cannot come in a day. But we 
hold with Mr. Geuting that comfort in 
style shoes is coming—coming—com- 
ing! Volume in lower heels is growing 
—growing—growing! 


D. Noble Opens New Store 


DETROIT—D. Noble, owner of the 
Noble Foot Appliance Company, who 
has operated a retail store on the third 
floor of the Farwell Building, is opening 
a new shop on the main floor at 1253 
Griswold street, the spot vacated by the 
Arch Aid Boot Shop a week ago. The 
third floor shop will be devoted to the 
chiropody department, in charge of Dr. 
Grace A. Benedict, with all retail shoe 
departments moved downstairs. J. D. 
Salter, who was with Walkover Shoes 
in Detroit for 20 years, has been ap- 
pointed manager of the shoe depart- 
ment. 
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All Shoes Point Toward 
THE MONTCLAIR 


The New York Headquarters 


for the 


@ SHOR & LEATHER WIRED IES 


The Hotel Montclair is located opposite the Waldorf-Astoria, on Lexington Avenue and offers many 


Single rooms from $3.00. 


conveniences and attractions to visiting shoe and leathermen. 
800 attractive outside rooms with bath, 


shower at moderate cost. 


Double rooms, twin beds $4.00. 


Casino-Montclair for dining and dancing—Splendid floor show—Two broadcasting orchestras. 


& 


Cafe Montclair—Famous Keyhole Bar. 


HOTEL MONTCLAIR. 


Lexington Ave., 49th to 50th Sts. 


New York City 





William F. Johns, Los Angeles 
Manufacturer, and Wife Both Die 


Los ANGELES, CALIF.—William F. 
Johns, 63, vice-president and _ sales 
manager of California Shoes, Ltd., shoe 
manufacturing company that he him- 
self founded, died at the California 
Lutheran Hospital here March 18. 

Mr. Johns’ death followed that of his 
wife by only 21 days, Mrs. Johns having 
died after a lingering illness. The hus- 
band apparently was in reasonably 
good health until a few days after the 
wife’s funeral. 

William F. Johns was born in Des 
Moines, Iowa, and as a youth was em- 
ployed in a retail shoe store in that 
city. He later went to Mason City, 
Iowa, where he operated his own re- 
tail store for several years before go- 
ing on the road as a shge traveler. 
About 20 years ago he moved to Los 
Angeles and went into the shoe job- 
bing business on Eighth Street. 

In partnership with Dave Kilt of the 
Kilt Shoe Company of Chicago, he 
founded The Johns-Kilt Shoe Company 
at 2634 Dayton Avenue, a manufactur- 
ing concern which at first made men’s 
and boys’ shoes, the initial output be- 
ing 100 pairs per day. Mr. Kilt eventu- 
ally sold out to Martin Houseman, still 
connected with the company, and the 
firm name was changed to California 
Shoes, Ltd. Women’s sport shoes were 
made the feature merchandise, the firm 


perfecting a basket weave leather sport 
shoe that Mr. Johns sold in every state 
in the union. Mr. Johns served as 
president of the firm. 

In July, 1934, The Solnit Shoe Com- 
pany of Los Angeles bought controlling 
interest in the factory and Mr. Johns 
was retained as vice-president and 
sales manager. It was this company 
that early went into the production of 
“slax,” or “slacks,” and put them over 
in a big way in 1933 and 1934. 

Funeral services for Mr. Johns were 
held at the E. Clair Overholtzer 
funeral parlors, March 20. 

Mr. and Mrs. Johns had no children 
and no relatives in Los Angeles, but 
Mr. Johns is survived by three sisters 
living in the eastern states. He was 
active in the Masonic lodge, the Ki- 
wanis and Los Angeles Country Club. 


Busch Improves Store 


SANTA ANA, CALIF.—Edward J. 
Busch, proprietor of the Economy Shoe 
Store at 212 West*4th Street, has re- 
decorated and re-arranged the entire 
interior of his store and added a linen 
sandal department at the rear. A 
colorful awning at the rear sets off 
this new department. The patio type 
windows, said to be in a class by them- 
selves among shoe store display win- 
dows, have been improved with a new 
type of background and by a new light- 
ing system. 


Revamping Hamilton Store 


SAN FRANCISCO, CAL.—The fine shoe 
store operated by Hamilton’s Men’s 
Shops, Inc., 826 Market Street, is being 
revamped and modernized, and when 
completed will have a fine Monterey 
interior. Some of the furnishings from 
the store formerly operated at 414 14th 
Street, Oakland, but now closed, is 
being placed in the San Francisco shop. 
The addition of new silk chenille rugs 
add another distinctive touch. 


New Wexler Store 


Los ANGELES, CALIF.—Irving Schlain 
who managed several different stores 
for the Harvard Shoe Company here, 
is the manager of the shoe departments 
in the new Wexler’s store at 529-31 So. 
Broadway, the departments in Wex- 
ler’s being operated by Gross and 
Kabaker who own several other depart- 
ments in the Los Angeles area. 

The department on the first floor has 
40 chairs and the department in the 
basement store 36 chairs. The first 
floor department is very attractive with 
green carpeting, red leather upholster- 
ing and metal frame furniture. Men’s, 
women’s and children’s shoes, in pop- 
ular prices are handled. The Wexler’s 
store as a whole occupies four floors 
and is completely new in all appoint- 
ments. 
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A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 
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AnD WANT AD 








SALESMEN WANTED 


SALESMEN WANTED 


POSITION WANTED 








SALESMEN WANTED 


To represent well known line of Women’s 
Sbicca Constructed Style Shoes retailing at 


$5.00 and $6.00. 
In 


Louisiana, Texas, Arkansas and Oklahoma; 
Missouri, Kansas, Nebraska and South 
Dakota; Michigan and Indiana; Kentucky, 
Alabama, Tennessee and Mississippi; Pacific 
Northwest. 

State Age, experience, annual sales, list of 
leading acccunts, references. 

Address E-210, care Boot & Shoe Recorder, 
239 West. 39th Street, New York, N. Y. 








TERRITORIES OPEN 


A nationally known and popular line of 
Juvenile and Girls’ shoes, including both 
staple and Sport types, has two territories 
open for live wire, go-getting salesmen. All 
replies strictly confidential and no inquiries 
to references except by permission. In first re- 
ply give age, family situation, shoe experience 
in detail over past five years specifying houses 
represented, territory covered, yearly sales. 
Be sure to include same information about 
present connection. No replies considered ex- 
cept complete information in first letter. 


Address E-220, ¢/o Boot and Shoe Recorder, 
140 Federal St., Boston, Mass. 











ALESMAN WANTED for Mississippi, Vir- 

ginia, Washington and Oregon to sell fastest 
styled line Ladies’ In-Stock Novelty shoes re- 
tailing at $1.50 to $4.00. Need men with road 
selling experience and who are interested in a 
live and profitable proposition. Address E-218, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





EN’S slipper manufacturer wants a salesman 

making Chicago his headquarters to sell to 
chain and department stores a line of medium 
Compos and McKays, on straight commission 
basis. Address E-219, care Boot & Shoe 
Recorder, 140 Federal St., Boston, Mass. 





IDE line salesmen — commission basis — sell 

manufacturer’s line ladies’ novelty shoes and 
slippers. Good opportunity for right men. Give 
territory, experience and reference. Address 
E-222, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y 





SIDE line salesmen wanted to carry fast line 
of juvenile shoes in states of Michigan, 
Ohio, Indiana, Tennessee, Alabama, Wisconsin. 
7% Commission—Must be a live wire—State 
references. Address E-217, care Boot & Shoe 
Recorder, 239 W. 39th St.. New York, N. Y. 





HOE Salesmen—-Interesting side line proposi- 

tion offered traveling and local representa- 
tive to sell Evangeline Superior fabric dyes and 
polishes; incomparable new white cleaner. 
Write experience and territory, Evangeline 
Products, 68 Jay Street, Brooklyn, N. Y 


T HoRoU GHLY EXPERIENCED retail shoe 

man, professional window trimmer, will go 
anywhere. Address E-225, care Boot & Shoe 
en 239 West 39th Street, New York, 





ALESMAN, highest rated Style man, well 

acquainted with all the chain store and 
department store buyers, open for connection 
with well established manufacturer; sell $3.50 
to $5.00 retailers; strictly commission basis. 
Address E-224, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





IDE line salesmen wanted to sell our popular 

priced women’s novelty and staple shoes on 
commission. Good territories open. Theodore 
Kempe Shoe Corp., 200 Church St., New York 
Cc ity. 





ALESMEN carry line of Men’s_ popular 

priced house slippers New York State and 
Western Penna. Address E-223, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
Vork, N.. ¥. 








FOR LEASE 


DEPARTMENT store in Western Pennsyl- 

vania_ established over thirty-five years 
wishes to lease part of the second floor for pop- 
ular price shoe department. Address E-221, care 
Boot & me a leon 239 West 39th Street, 
New York, Y. 











BUSINESS OPPORTUNITY 





LINE WANTED 


ANTED: Connections with shoe manufac- 

turers of popular priced men’s work and 
dress shoes, ladies’ pumps and oxfords, chil- 
dren’s shoes, to be represented and distributed 
through Ohio, Kentucky, Tennessee, Indiana, 
Virginia, and West Virginia for volume busi- 
ness. CARL K. TEPPER, INC., Wholesalers 
and Jobbers, Mill Distributors of General Mer- 
oe. 116 West Third Street, Cincinnati, 
Ohio. 








WANTED: Line Growing Girls’, Misses’ and 
Children’s Welts and Stitchdowns; also line 
of Men’s and Boys’ Work and Sport Shoes for 
Midwest territory. Can_ furnish satisfactory 
reference in every way. John Allen, 624 Clin- 
ton Street, Des Moines, Iowa. 








WANTED TO PURCHASE . 


SHOE Style Service, Unique displaying all the 
popular style trends, keeps you constantly in- 
formed, costing only $1.95 weekly. Particulars 
by request. Address E-211, care Boot & Shoe 
wey er, 239 West 39th ‘Street, New York, 
A 





YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for trainin openings everywhere with 
all the trade you can % to. No capi- 
tal segues or goods to buy; no agency 
or soliciting. Hetablishea 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 














WANTED TO PURCHASE 








Buyers of Surplus Stocks 


We will bay surplus er entire stocks of shoes 
from manufacturers, jJebbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 











WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
Arch Preserver, Queen Quality. Bos- 


tonians, Bte. 


IRVIN RUBIN 
“The House of Jobs” 
oo & Reade ag Gee. Church 
hone Barclay 7-7887 New York City 

















address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini 
mum charge 75 cents. For all other classified advertisements the rate is 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
GS” Advertisements for this page must be in our New York office on Friday of the week 9 publication. “SJ 


7 cents per word. Minimum charge 125. 














BOOT AND SHOE RECORDER, April 


13, 1935 


Page 7) 














MERCHANTS’ NEEDS 


WANTED TO PURCHASE 





in Saint Louis 
NINTH a WASHINGTON 


e@ This beautiful 
new hotel is located in 
the business, theatre and 
shopping center of the 


city. Garage service. 


® Two 


FAMOUS RESTAURANTS 
Coffee Grill... The Rathskeller 


who know 
thy pas p pot mere 


nave 


PST MERENTINE EN RRS ret MANAGER 


Weoiel een 


Ce a a i ey ka! A fe. 








Pou SHOE 
OLDER. 
Pat. Pending 

To properly display arch support shoes, 
branded shoes, zole sh shoes and fibre sole 
shoes. Always Smaine in the correct up- 
right position. Occupies little space. Almost 
invisible when in use. Will not fall over. 
Used for Men’s and Women’s shoes. 
$3.00 per bag $1.65 per Ye dozen 

M. » POLLINGER £9. 
Holland Bullding t. Louls, Me. 








PARAGON 


Shoe Stretcher, Lengthener 
and Vamp Easer 
Made in U. S. A. 


HE latest and last word. Will 
outwear twenty-five wooden 
Stretchers—in fact lasts a life-time. 
Three size Lasts with each machine. 


Price $15.00 Through Your Findings Dealer 
LAING, HARRAR & CHAMBERLIN, Inc. 


SOLE AGENTS 
43 NORTH THIRD ST. — PHILADELPHIA, PA. 














Schorn Reopens 
Schmidt Tannery 
(CONTINUED FROM PAGE 36) 


the manufacturers to whom the product 
of the tannery is sold, coupled with a 
keen judgment of credit factors, has 
made Mr. Henk’s record a most envi- 
able one. Mr. Henk will occupy the im- 
portant position of treasurer in N. J. 
Schorn & Co. 

D. V. Grieshammer, who was en- 
gaged by Mr. Schorn over twenty years 
ago as a sales representative, will be 
secretary. The Boston representative 
will be John Greenberg who distributed 
the product throughout the New Eng- 
land States since 1918, and Howard B. 
Altenderfer will continue to serve in 
the states adjacent to Pennsylvania 
and New York. 

R. E. Dean and other thirty-year 
Schmidt men, of the old staff will be 
back at their old jobs. 

Carl F. Schorn will be understudy 
to his father, and is vice-president. 
Carl, who was named after Mr. 
Schmidt, will make the fourth consecu- 
tive Schorn engaged in the tannery 
business. 

Under full operations, the Schmidt 
tannery employed 250 men, so that the 
resumption of this plant will have an 


important bearing on the employment 
situation as it pertains to former oper- 
atives of the tannery, many of whom 
had difficulty in finding gainful em- 
ployment in other fields. — 


Custom Order Insoles 


Boston, Mass.—An item of footwear 
most singular is that of custom order 
insoles. A shoe store sends a one pair 
order to a shoe factory. The order 
specifies an insole of unusual construc- 
tion, such, for instance, as an insole for 
a health shoe. 

The shoe man cuts the insole as or- 
dered from a “flexible block.’’ This 
“block,” large enough for cutting a 
pair of insoles, is cut from the best 
part of a cow hide, and is vegetable 
tanned with particular care. It’s an 
extra grade stock. 


Haverhill Gains 


HAVERHILL, Mass.—The Haverhill 
Chamber of Commerce reports a fur- 
ther increase in activity in Haverhill 
shoe shops, and also a gain for all in- 
dustries. 

The gain for the shoe trade is chiefly 
on novelty styles. 








CASH PAID 
FOR ENTIRE OR PART STOCKS 
Shoes, Dry Goods or Clothing 
No Quantity Too Large or Too Small 
MAX KALTER & CO., INC. 


one Canal 6-4371 
591 BROADWAY NEW YORK CITY 








CASH FOR BRANDED SHOES 


RETAIL OR FACTORY STOCKS 
References: I. Miller, Nunn-Bush, Geller, Beek, 
Saks—5th Avenue, Melville, Bostonian, etc. 

BARIS SHOE COMPANY, Inc. 

79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 518! 

















MERCHANTS’ NEEDS 


DISPLAY ©® 





Again SEGALL & SONS Take 
the Lead by Presenting Display 
Equipment in the Newest of 
Modern Designs at Prices You 
Will Find Most Agreeable. 
A special folder, has 
been prepared. Please ask 
us to mail you a copy 


SEGALL & SONS 


923 Arch St., Philadelphia 


Adds New Line 


WorRCESTER, MaAss.—The Buster 
Brown line of shoes is a new addition 
at the shoe department of the Mac- 
Innes Department Store, this city. 
Harry Richards, manager of the shoe 
business, reports present indications of 
a good Spring business following on 
the heels of an extraordinary Winter 
rubber business. In fact, Mr. Richards 
is still re-ordering on rubbers due to 
the amount of snow here and the pros- 
pects of its continuation for another 
six weeks. 


Enlarged Department 


Los ANGELES, CALIF.—Due to the re- 
markable increase in sales the chil- 
dren’s department in The Broadway 
Department Store, Inc., has been en- 
larged through the acceptance of the 
only downtown agency for a_ well- 
known brand of high class children’s 
shoes (Kali-sten-iks). This department 
was rebuilt and refurnished a few 
months ago, a fact which has had a 
good effect on business. V. M. Curtis 
is buyer. Space in the women’s shoe 
department on the first floor has been 
greatly increased by removal of large 
tables and rearrangement of other 
furnishings. 
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To 
Our Advertisers 
In This Issue 





EXT week BOOT AND SHOE 

RECORDER features editorially 
the semi-annual Styles Conference of 
the National Shoe Retailers Associa- 
tion, and the Official Opening of 
American Leathers for Fall and Win- 
ter, both events to be held at the 
Waldorf-Astoria in New York, April 
29-30, 1935. 

One of the major meetings of the 
industry, the style conference attracts 
the attention of retailers the nation 
over, and a large attendance is an- 
ticipated. The occasion furnishes an 
opportunity also for both manufac- 
turers and merchants to see and com- 
pare the offerings of the various 
tanners for the coming season. 

While we thus anticipate our plan- 
ning and preparations for Fall, the 
RECORDER likewise devotes an im- 
portant part of this issue to Summer 
fashions, particularly in sports foot- 
wear and white shoes. We show the 
newest styles in sport shoes for men, 
women and children and by means of 
text and pictures suggest their uses 
and some of the possibilities for their 
promotion. 








B. Friedman Business Gains 

New Yorx—B. Friedman Shoe Com- 
pany, 109 Reade Street, wholesalers, 
report a business increase of over 20 
per cent for the first quarter of 1935 
as compared with the same period in 
1934. This increase is more than gra- 
tifying to Leonard Friedman, president 
of the firm, as it shows the tendency 
of more and more retailers to take ad- 
vantage of the many facilities offered 
by the Great New York Wholesale 
Shoe Market and this, in spite of the 
fact that Easter is later than usual 
this year. 

In regard to types of shoes sold Mr. 
Friedman says: “We have done a tre- 
mendous business in blues for the 
Spring season and look forward to the 
biggest season in whites that we have 
ever known. Two white numbers in 
particular that are moving fast are 
our white oxford with built up heel 
and white calf sandal.” 
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A LINE THAT TALKS 
THE LANGUAGE OF 


Merchandising Success 


line that plans a real profit for the dealer, under its suggested retail 
price plan...a flexible plan that fits an adequate mark-up requirement. 


A line that provides a practical turnover for its trade-marked shoes (an 
important point) through a consistent and intelligent promotion being 
carried on in five great national magazines. 


A line that minimizes the merchandising problem through its complete 
in-stock service which makes available a wide range of widths and sizes 
in a comprehensive central stock in St. Louis, and speedy service on re- 
size orders (another important consideration because of the complete- 
ness of modern fitting). 

A line exceedingly complete in covering its field from the standpoint of 
patterns available... correct styles that have ready consumer acceptance. 


A line that makes quality a paramount factor in its plans at all times and, 
therefore, one that may be built on with confidence. 


A line which, combining these qualities, assures a volume operation — 
the greatest safeguard of all. 


VITALITY SHOE COMPANY: «= ST. LOUIS, MISSOURI 


Branch of International Shoe Company 


’ (pooreas CHILDREN’S 
WOMEN’S — Complete widths 
* AAAA to EEE AAA to G Ato E < and sizes 
Sizes 2 to 11 Sizes 5 to 14 : Sizes 1 to 6 Priced to size 
$6 and $6.75 $5 and $6 at oe $4. $2 to $5 


VITALITY GROWING GIRLS’ AND THRIFT GRADE SHOES FOR WOMEN $5 


Nationally Advertised in 
VOGUE © LADIES' HOME JOURNAL ® McCALL'S © PHOTOPLAY ® GOOD HOUSEKEEPING 
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N my juvenile setup I have every 
advantage with Poll Parrot Shoes. 
Ican select from this one well-known 
and well-advertised line a complete 
range of patterns in turns and light 
McKays, Welts, and Stitchdowns. 
Sizes range from big girls’ and boys’ 
down to infants’. The shoes are 
stocked for prompt shipment in a 
wide range of widths. They show 
me a splendid markup in the mod- 
erate price grooves. They are quality 
built of all-leather. It is not neces- 
sary for me to “go shopping” for my 
juvenile shoes. With my Poll Parrot 
setup, I’ve got the best in the business. 










MAKERS ALL-LEATHER 





ROBERTS, JOHNSONS RAND 


Branch of International Snoe Co: sT.Louls 


ST. LOUIS, Mo. 





SHOES FOR ALL THE FAMILY 
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ApePy HEELS 


make a quarter stand up 



















The basic hemp and flax used in Spaulding Counters is of the 





highest quality . . . it is beaten with pure water many extra 





= hours . . . and dried naturally by the sun’s rays. The result 
Spaulding Counters Poor - fitting counters 
assure straight back- mean twisted _back- 





seams r perfect bal- pal Borg om P f ‘ h d P| ‘bili h 
oe p Bg po ‘ceanit Vile ys 1s a counter o superior strengt an ex1 uity — one that 
to fit! your customers. 


keeps the quarter of a shoe smart as long as it is worn. Specify 


Spaulding Counters and safeguard your customers against 


PAULDING twisted backseams, run-down counters, and blistered heels. 


Count ers Spaulding Counters safeguard your business, too! 
“Made in North Rochester, N. H. 


NO OTHER PART OF THE SHOE MEANS SO MUCH... AND COSTS SO LITTLE 


When writing advertisers please mention Boot and Shoe Recorder 
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Many leading manufacturers are 





supplying their customers with smart 





new models of lightweight shoes 
made by this thoroughly practical 
method. 








Silhouwelts, for Spring and Summer 
wear, are made for men and women 
who insist upon quality, style 


and comfort. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Unquestionably the outstand- 


ing and most popular shoe 
fabric. Its smart appearance, 
proven satisfactory wear 
and customer acceptance 
place it definitely in first rank. 
And GABARDINE ... in 
the shoe trade . . . means 
EINSTEIN GABARDINE ... 
the only GABARDINE made 


especially for shoes. 


J-EINSTEIN- INC: ONE PARK AVENUE- NEW YORK 








SHOE MANUFACTURERS 
ADRIAN SHOE CO. 


women’ s genuine "Ebiccas, $4.00 and $5.00. 
Do. apueraens & CO., 
Clayto: ultgre 
Women’ . welts pe | turns, $10.00, $12.50. 
ARTCO SHOE CO., 
Edward Dannen, 
Women’s Compos, 
BEST onet co., 
: 8a tah oot t 
Ww 2 . ‘ootwear, 
Cf , $4,00 and $5.00 
ering \CHILOREN'S SHOES, 
enry 


aoe s swant SHOE CO., 
oe A. Marks, 
Men's” — Boys’ Dress Shoes, 
BROWN SHOE co., 
Ed Pankau, Sid Armstrong, Ben Davis, M. Crane, 
All types of footwear for and from infants to 
grown-ups 
W. 8. CHASE & Sens, INC., 
Howard J. Engquis 
Men’s yo Sole Slippers and Boys’ Operas, 
Everetts, Romeos, Fausts, Cavaliers, Open Toe 
Sandals, $2.75 to $6.00 
COMMONWEALTH ones. & LEATHER Co., 
Simon Ruwitch and John Roedder, 
“Bostonian Shoes’’ 
THE COPELAND & RYDER CO,. 
F. H. Wendt, 
Men's & Women’s ‘‘Copegs,”” $8.50 to $10.00; 
Men's Welts, $6. 30 to $7.50 
CRADDOCK TERRY CO., 
Dave A. Mari 
General line of men’s, 
shoes in stock 
DOROTHY DODD SHOE CO 
—— ul} of qo Shoe’ Co. - 
an H. 
Women’s High Grade Bhoer, $6.50 to $8.50; 
Handcraft Grade, $8.5) 
cmeses SPECIALTY FeeTwEAR co., 
H. J. Kline and Paul Kline, 
Dress Shoes, Work Shoes and 
and Children’s Shoes; 
“tendon” Tennis Shoes; Rubber Footwear 


EPHRATA Om SHOE CO., INC., 


Children’s Pre-Welts, $1.50 to $2.95 


c. P. FORD & CO., 
Ray P. McCarthy, 
Women's Welts and Sbiccas, $6.85, $7.50, $8.50 


FOREST PARK SHOE CO., 
Kd. Pankau, 
bay ‘s and Girls’ McKays and Welts, $3.95 to 


$3.50. 


$3.00, $4.00, 


women's and children's 


HALPERN SHOE MFG. CO., 
Frank L. Parker, 
Women's McKay Novelty Shoes, $3.00 
HOECK SHOES, INC., 
Handmade women's turns, $10.00 and $12.50 
ate iy tg SHOE CORP., 


- J. e, 
Men's Dress Welts, $4.00 and $5.00. 
KLEVEN SHOE CoO., 
Edward Dannen, 
Women’s Compos, $3.00. 
KNIGHT SLIPPER MFG. CORP., 
Howard J. nous uist, 
Padded Sole 8! Dpers 4 Men, Boys, Children 
and Women, 79¢ to $2. 
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KOZY KOMFORT ones MFG. CO., 


; Women’s Compo Sole 
Sandals, Slippers and Comfort Footwear; Padded 
Sole and Leather Sole Woolskin Slippers; Men’s 
and Women’s Bowling Shoes and Oxfords 
G. MEHRINGER & CO., INC., 
Howard J. Engquist 
Towoling Silk oa Felt Bath Slippers, $1.25 to 


MELROSE SLIPPER Co., 
Sinon B. Wax 
Boudoir Slippers, $1.00 to $2.00 
THE MILLER SHOE Go., 
F. H.W 


‘endt, 
B. Jane Miller Ww Shoes, $7.50 to $10.00; 
Miller Welts, $6.50 to $7.50 
MONDL MFG. CO., 
Howard J. Engquist 
Lo ng supoes . Men, Women, Boys and 
Children, 59¢ $2.50; Givers Pla-Shus; 
Men’s Basket Ball Shoes ; Bowling Shoes; Avi- 
ators’ and Skating Helmets 


MOUND CITY SHOE CO., 
Ed. Pankau 


General. ita line ‘ot women’s and children’s shoes on 
cage lot factory basis, $2.95 downward 


aay RAL eese SHOES, 


Womens Ase “type, $4.00, $5.00, $6.00 

— SHOE MFG. CO., 
tte G. Adams 

wanes arch ind sport type Goodyear Welts, 

$5.00 and $6.5 
QUEEN QuALITY SHOE CO., 
(Branch of International Shoe Co.), 

Julian H. Chapman 





Women's High Grade ae $6.50 to $8.50; 
De Luxe Grade, $8.50 
—. P. REED & CO., 
Edward Streeter, 
Women’s Quality Footwear; ‘* Varsity Girl 
Shoes.** Boal Ps pay Shoes, 
“Elfin | # 7.50 nd $8.50; “Mairi 


$ 
Shoes,’ 3 00. $10.50, $12. 50 
R. J. SAWYER, INC., 

Howard J. Engquist, 
Bootes or slain” vamp Indian 
0 

SHERWOOD SHOE CO., ‘ 

Barney Coens, Middle West, 

Ed. C. Bronn, Chicago and vicinity, 

Mrs. Belle A. LePine, Chicago office, 


Moceasins, $2.00 


Ladies’ Shoes, $5.50 to $7.50 
SWAN ones Cco., INC., 
Howard J. Engquist, 
Foot Gluy Pullman Slippers; Children’s Pre- 
Welts; Zipper Bathing Shoes; Locker Sandals 


TUPPER “awese CORP., 
Simon B. 
Formal and Boudoir Slippers, $2.00 to $10.00 


UNIVERSAL SHOE MFG. CO., 


Dave A. Marks, 
Men’s Dress Shoes, $3.00 to $5.00; Women’s 


Novelties, McKay, Compo, Welts, $3.00 to $5.00 
Special order only. 


WISCONSIN SHOE CO., 
Howard J. Engquist, 
Athletic Footwear, $3.06 to $12.00 


RETAIL SHOES 


JONES TREADEASY SHOE SHOP 
NURSE SHOE CO 

O'CONNOR & GOLDBERG 

DR. REED CUSHION SHOE CO. 
STACY-ADAMS SHOE co. 


OTHERS 


ARNOLD BROS. & CO. (lasts) 

BEE HIVE SHOE REPAIRING CoO. 

BOOT & SHOE RECORDER 

CAMERON & CO. (shoe store seating) 

CHICAGO SHOE TRAVELERS’ ASSN. (club rooms) 


FELTMAN & CURME SHGE STORES CO. (gen- 
eral offices) 


ROSMAN ADJUSTMENT CORP. 
THE BOWCRAFT Co., 
Shoe Ornaments 


(Collections) 






1935 
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DOUGLAS 


“Do yourself a good Turnover! 






Mi 


Tue Dovuctas Linz is the nearest thing to perpetual mo- 
tion in the shoe business! For of all lines — low-priced, 
y medium-priced, and high-priced — Douglas has the fastest 
—— and the most constant turnover! 

Such a thing doesn’t happen by accident — nor by ballyhoo. It’s 
because Douglas has its feet on the ground, and is giving the 
public what it wants and needs! 

Here are shoes made on the ALL-LEATHER standard . . . shoes 
made in Brockton by union-workers! The Douglas trade-mark 
is the best known shoe trade-mark in the world — millions of men 
have respected it from early childhood! 

Douglas is nationally advertised —in The Saturday Evening 
Post, and in more than 100 leading metropolitan dailies. Douglas 
styles are smart, suave, youthful — correct to the smallest detail, 
in the opinion of men’s wear experts everywhere. And Douglas 
retail prices are tuned to today’s pocketbooks . . . $3.50, $4.50, 
and $5.50... with a profitable mark-up for you! 


PRIZE-MON EY Is it any wonder that some of the nation’s shrewdest merchan- 


FOR YOU disers — some of the most successful organizations in the depart- 
eee 


ment-store field — consider the Douglas Franchise one of their 
greatest assets? If they’re right— you should look into the 
Douglas Franchise! Turn over a new leaf —to more turnover! 


























Cash and Merchandise 





for your customers... Mail the coupon now. 
in the Douglas Contest 






Any time before May 31st, you can put 
your store in the nation-wide Douglas 
At-LEaTHER Prize Contest! $7000.00 
in cash and merchandise have been 
offered to the consumers. And the 
Douglas Dealers and Stores who sup- 
ply contest blanks to the first sixty 
winners will receive cash prizes for 
themselves! 

All material . . . window-trims, con- 
test blanks, display-pieces . . . which 
will tie your store up to this nationally 
advertised contest will be furnished 
you free. If you aren’t a Douglas 
Dealer, it is not too late to become 
part of this great profit-making selling 
campaign. 

The contest takes the form of a 100- 





DOUGLAS SHOES 


































word statement on this subject: “Why an 
I Think Douglas All-Leather Construc- @ W. le DOUGLAS SHOE COMPANY, Brockton, Mass. 
tion is Best”? It is a contest which @ Gentiemen: You have me interested in the Douglas Line. I’d like to 
makes your customers sell themselves z have more details. Please ask your representative to call... and send 
on Douglas Shoes! Write today for a me your latest catalog. . 
more details about the Douglas ALL- g Name 
LeaTHER Contest! : Street__ _ Yaeee 
gw City_ = __State s v1 
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White S 


DUPONT PONTAN 
QUARTER-LINING 


DUPONT FAIRFIELD 
SOCK-LINING 








DUPONT WHITE 
MIDSOLE MATERIAL 


White Pontan quarter linings and White Fair- 
field sock linings in kid grain, glazed finishes add 








much to the appearance of the inside ofthe shoe. 


An outstanding new development, Dupont: White 
Midsole, gives the desired smartness to this pop- 
ular type of Spring and Summer Footwear. 





UNITED SHOE MACHINERY CO 
RO STON, MASSA 
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“MIRACLE SANDALS 


ELDOM do you 
see a full page advertise- 
ment in’ Vogue, the 
“handbook” for style 
leaders, promoting such 
popular priced footwear. 
But Saks realize the unlim- 
ited sales possibilities of 
Miracle Sandals. Their popu- 
larity is sweeping the country. 
Smart women are turning to ‘ 
Miracle Sandals as really NEW. 


Women, right in YOUR CITY, ie 
are waiting for this two-in-one 4 
shoe... the shoe they change to 
match their ensemble. Interchange- 
able uppers are snapped off and 
snapped on in a jiffy. 


Follow the leaders! Feature Miracle San- 

dals in your store and listen to the cash 
register ring up sales. Promotional material 
is FREE with your order. 


* May Ist Issue. 


TWO-IN- 
ONE SHOES 


Your customers have 
their choice of two 
uppers with each pair 
of soles. Uppers come 
in red, blue, brown 
and white. 


SEE your INTERNATIONAL REPRESENTATIVE 
OR WRITE MIRACLE SANDAL DEPARTMENT 


INTERNATIONAL SHOE COMPANY 


SAINT LOUIS - - - MISSOURI 


MIRACLE SAN 
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In Stock: 


THE ARLINGTON, S-408, with 
the comfort of the patented 
Feeture Arch 


RETAILING AT 75 


Most Styles 


THE 


This season shows a 25% increase in 
pairs over 6 months ago. To what can 


it be attributed? We answer below. 





DEDICATED TO QUALITY 


For nearly 50 years we have made only one grade of shoe 
—the best. Never have we attempted to produce low- 
priced footwear in our factories, as we do not believe that 
we could do so without injury to the high standards we 
have set for ourselves. The result of dedicating our busi- 
ness to quality is, we believe, the most complete line of 
fine shoes in the world. In the Florsheim line you will find 
footwear for every taste and every foot—each pair made 
with the meticulous care that has built our world-wide 
reputation for style and for value. Our representative 
will gladly call on you without obligation—a word from 


you will bring him. 


FLORSHEIM SHOES 


FLORSHEIM SHOE COMPANY 


Manufacturers 


CHICAGO 





When writing advertisers please mention Boot and Shoe Recorder 





